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THE REPORTER OF 


advertising 


Concentrate on the mar- 
kets with the best potential. 
Remember to define, refine 
and select .. . 


Dembner 


Stop advertising if the handling 
of your inquiries is creating 
disappointment, disgust, ill- Our big problem: To sell fork 
will and lest sales. : lift ous to companies who 
Nauheim felt they couldn't afford the 
investment .. . 
Roth 


The prodigious amount of 
pharmaceutical mail has 


bothered me for a long time. 
Soforenko, MD 


if you sell your prospect into 

profitable business, your product 

sales will ride their coat-tails. 
Fava 


All the members of our market- 
ing team were convinced that 
good direct mai! could be a real 
asset to our field salesmen. 
Nelson 


soe Some mid-year thoughts about selling... 1 
id 
q ‘ 


Chicago staff in Englewood, 
"under the name of GEORGE BRYANT & 


Our Los Angeles office is still at the same 


, will do an even better mail 


GEORGE BRYANT & STAFF 


71 Grand Ave., .-— NJ. 122 East 7th Street 
LOwell 7-3200 in ponent Los Angeles 14, Calif. 
MUrray Hill 8-265) in N. Y. C. VAndyke 9868 


Member of National Council of Mailing List Brokers 


Multilith 
Department, 
State Mutual 
Assurance Co., 
Worcester, Mass. 


when it 
must have 


“runability” 
...it should 
be on 


Atlantic 


EASTERN 


When you need long- 
run performance—and a 
quality job—your best bet 
is to put it on ATLANTIC 
BOND. Here’s why: 
ATLANTIC BOND, the genu- 
inely watermarked, +1 Sulphite 
Bond, which is first in its field 
for sales, is first in “runability”! 
ATLANTIC BOND'S “just-right” 
bulk and stiffness mean smoother run- 
ning always. And ATLANTIC BOND 
is moisture-controlled for dimensional 
stability...assuring more accurate reg- 
ister on every run—no wasted time and 
effort on re-runs. 
ATLANTIC BOND is first in per- 
formance, too. It’s a better-formed, 
better-looking paper—impressions 
“take” better...look sharper, 
clearer. Next time—and every 
time — you want the job 
done right, run it on 
ATLANTIC 
BOND! 


Atlantic Papers 


EXCELLENCE IN 
FINE PAPERS 
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A MAGAZINE DEVOTED EXCLUSIVELY TO CONTACT BY MAIL 
MACHINES Volume 20, Number 3 July, 1957 


offer you the only competition DEPARTMENTS 


you can find in the Addressing 


Machine industry. 
Urcrapine Letrex Copy—by Paul Bringe ............... 
Consult your yellow telephone My Man. Onver Dav—by Jared Abbeon .............. ee 
Addressing Machine Co.., THUMBNAIL SkeTcues or Direct Mau. Success—by Peter Shugart ..... 
127 Albany St.. Cambridge Front Porcn Scutttesutt—by Henry Hoke ........ 


39, Mass. 


FEATURES 


NIAA Convention Report 


PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 


In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 


Why not call for one of our rep- 
resentatives. 


Rome Casre Cornporation—Paul Nelson, Jr. ..... 17 


CLose Loox at Tue Puysician Marxet—Harry Soforenko, M. D........... 23 


How to Reacu Your New Matt Orper Markets (Part Il)-—S. Arthur Dembner 28 


Henry Hoke, Editor lienry Hoke, Jr. Publisher 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. S$. 4 copy of “The 
Art and Technique of 
Photo Engraving” will 
oid you with your pro- 
duction problems. Send 
$2.00 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Off.: Newark, N.J., Allentown, Pa. 
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We welcome your direct mail ideas and news items for this department. Send all material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y. 


[) THAT CLEVER TV PROMOTION 
illustrated on page 19 of last month's 
Reporter must be part of an off beat 
series . . . from station WTVH, Peoria, 
Ill. It was followed by a second piece 
. equally as good. WI'VH’s first shot, 
reported last month, included a satirical 
letter from a hypothetical Nevada sta- 
tion spoofing “sets-in-use” ratings. 
Using the same humorous touch, WTVH's 
second mailing featured a letter from 
“Ivory Tower Lodge”. . . “a resort cater- 
ing to advertising executives exclusively.” 
Satirical copy makes the place sound 
miserable. P.S. says that “After spending 
two weeks here last year, the people at 
WTVH went home and dreamed up a 
program that’s getting terrific ratings. 
I'm enclosing a sheet telling the story.” 
Last month our report on WTVH’s first 
letter called it “wonderful” . . . the same 

applies to their second. 

eee 
[) A “PACKAGED” PUBLICATION 
from The Parafined Carton Research 
Council, 111 W. Washington St., Chi- 
cago 2, Ill., was worth a dollar to each 
recipient. The clever mailing was a spe- 
cial issue of the Council's Food Packag- 
ing Bulletin . . . designed in the form of 
a margarine carton to dramatize pictorial 


JULY, 1957 


cartons as a sales stimulant for margar- 
ine. Inside pages contained articles on 
the benefits of parafined cartons, their 
sales appeal, flavor protection, etc. The 
packaged publication really made a hit 
when it came to discussing parafined car- 
tons’ economic advantages: Attached to 
the end flap of each piece was a shiny 


silver dollar! 
J 


[] LETTERSHOP OWNERS should be 
interested in a portfolio produced by 
American Automatic Typewriter Co., 
2323 N. Pulaski Rd., Chicago 39, Ill. 
The title: How to Produce and Sell 
Automatically Typewritten Letters. The 
portfolio itself is a good example of 
clean-cut, descriptive copy well 
organized. Shows exactly how to set up 
an automatic typewriting department, 
how to organize it, what the market is 
for the service and how to sell it. If 
Summerfield should succeed in wrecking 
third class mail or pricing it out of 
existence . . . the use of personal letters 
in selling will increase tremendously. 
Therefore, we believe the subject of 
automatically typewritten letters is of 
great importance. 
— 
eee 

[) AN ADVERTISING PLANNING 
CHART is being offered by Sidney Clay- 
ton & Associates, 75 E. Wacker Dr., 
Chicago 1, Ill. A 17” x 22” sheet con- 
tains squares for every day in every 
month of the year. Die-cut sheet can 
be folded and placed in a three-ring 
binder. Should be valuable for direct 
mail planners who can visualize 
on one sheet all proposed mailing dates 
for the year. Understand extra copies 
are available to executives . . . as long 
as the present supply lasts. 


eee 


CONGRATULATIONS the 
Minneapolis - Honeywell Regulator Co., 
2753 Fourth Ave., South, Minneapolis 
8, Minn., for a bangup job of teaching 
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dealers how to use direct mail intelli- 
gently. In the April 1957 issue of Trade 
Winds, company house magazine for the 
home heating and air conditioning in- 
dustry, there was a first article in a con- 
tinuing series about the use of direct 
mail. First article showed dealers 
exactly what direct mail should be used 
for, plus how to build and maintain a 
mailing list. We liked every word of 
it and predict the balance of the series 
will be just as good. 

eee 
[) THOSE WHO HAVE CONTACT 
with the agricultural field, should be in- 
terested in the 42nd annual edition of 
the County Agents Directory, just re- 
leased by the Agricultural Leaders’ 
Digest, 139 N. Clark St., Chicago 2, Ill. 
Cc. L. Mast, Jr., editor and publisher, 
very kindly sent us an advance copy. 
This is the oldest, most authentic pub- 
lication of its kind in the field, and the 
only complete directory published of all 
county, state and federal U. S. Depart- 
ment of Agriculture extension workers. 
It contains over 15,000 of the most 
important names in American agricul- 
ture, including all the recent changes in 
the U. S. Department of Agriculture. 
In addition to all this, there is consider- 
able statistical information about the 
agricultural field and the advertising 
pages reveal the prominent manufac- 
turers who are selling the agricultural 
field. Copies of the 1957 edition are 
available and are priced at $5. 

eee 


[) WE STILL THINK that some of 
the best letters in the direct mail field 
are created out in Hollywood, Calif., by 
the advertising department of NBC at 
Sunset & Vine. We met all the folks 


connected with direct mail promotion 
when we visited Los Angeles back in 
August 1954 for the Mail Advertising 
Service Assn. convention. A congenial 
and enthusiastic gang. Don't know where 
they dig up all the ideas for their un- 
usual approaches . . . but every letter 
is an adventure of some sort . . . and 
is must reading. Wish more letterwriters 
could be as equally entertaining. 


— 
eee 


NO, THIS IS NOT A KIDNAP- 
PER’S RANSOM NOTE ... . but it 
sure has Reporter reader R. Moskowitz 
of 209 Van Siden Ave., Brooklyn, N. Y. 
puzzled. Mr. Moskowitz sent us this 
mysterious multi-lithed maze (original 
size 84%”x 11") saying it was part of 


Youre My Lucky Charm 
Tin SAN 
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WAP 


Duck 


a baffling series he’s been receiving every 
month. We turned the clip-book con- 
glomeration over to our direct mail 


detectives whose magnifying-glass prow- 
ess produced the following explanation: 
The prodigious paste-up job emanates 
from a fellow in Lansford, Pa. named 
Frankie Sabas. Seems Frankie has 
written a song titled “You're My Lucky 
Charm”. Using this Tin Pan Alley 
“mural”, he’s trying to cleverly plug it 
either for or to “Hit Parade Records.” 
But our sleuths could be wrong, because 
this piece really does a better job pro- 
moting “All Shook Up”. 


[) FOREIGN COINS are creating plen- 
ty of attention for a clever promotion 
series from Foote & Jenks, Jackson, 
Mich. vanilla manufacturers. Coins 
from Formosa, New Caledonia, etc. are 
attached to the front of different illus- 
trated folders . . . mailed in envelopes 
with a die-cut window showing the coin 
inside. Headline translations dramatize 
that “The finest vanilla money can buy 
anywhere can be bought right here!” If 
you're interested in creating a foreign 
money mailing of your own . . . suggest 
you write to Jerome Eisenberg, president 
of Royal Coin Co., Inc., 47 W. 46th St., 
New York 36, N. Y. . . . the world’s 
largest foreign coin and currency supplier. 


eee 


[) PUBLIC RELATIONS, PLUS: If you 
ever have cause to walk into the recep- 
tion room of Moser Paper Co. at 621 
Plymouth Ct., Chicago 5, Ill. . . . you 
can expect what we consider a real “re- 
ception.” Every visitor, whether he’s a 
buyer or seller, is given a little 8-page 
booklet titled “Moser Bids You Wel- 
come.” Designed to help the caller in 
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% Mailers always have known that a full-color illustration on a mail- 
ing envelope adds immeasurably to the impulse to see what’s inside. 
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every possible way, the booklet lists 
Moser people he may wish to see, offers 
him the use of the telephone, etc. The en- 
tire reception piece was created on the 
premise that “Whether this is your first 
or fifteenth visit to Moser Paper Co., we 
want you to know we are glad to see 
you. .. . AS our guest, we want you to 
have every courtesy and attention. We 
would like your recollection of your 
visit here to be a happy one.” Moser has 
no official “Public Relations Director” 

. but their public relations “direction” 
is tops. 


[1] TWO NEW ATTACHMENTS have 
been added to the line of Macey Colla- 
tors,, manufactured by the Macey Co., 
subsidiary of Harris-Seybold (5350 W. 
130th St., Cleveland 30, Ohio). One is a 
heavy-duty stapling attachment which 
staples 44” thick sets of paper at the 
rate of 4,000 sets per hour. The other 
new unit is a cross-stacking attachment 
which delivers 4,000 completed sets of 
paper per hour. You can get complete 
information on both attachments by writ- 
ing to Macey at the above address. 


eee 
[) 3D COLOR PICTURES are gradu- 
ally appearing in direct mail work. In 
one case, Line Material Industries, Mc- 
Graw-Edison Co., Milwaukee 1, Wis., 
used a folding cardboard stereo viewer 
with 3D color slides packed in a plastic 


Samples and prices can be obtained from 
them. This particular viewer uses stand- 
ard size stereo mounts. Just recently 
we heard of another collapsible, mail- 
able viewer which uses strips of stereo 
shots. Film strips can contain up to 
ten separate views. Samples of this new 
product can be obtained from Joseph 


Baumel, president, Stereo - Magniscope, 
Inc., 37-05 79th St., Jackson Heights 
72, ¥. 

— 

eee 


[) HERE’S AN IDEA which might be 
put to use by some of the gadgeteers. 
Read in “Between Calls,” house maga- 
zine of Stanford Paper Co., 3001 V St., 
N. E., Washington 18, D. C., that the 
Sorg Paper Co. has developed a flame- 
resistant paper. These chemically-treated 
papers will not support combustion or 
afterglow; they are non-brittle and have 
fine-textured structure that resists 
cracking and splitting. Your local Sorg 
paper merchant should be able to supply 
samples. There should be some good 
copy angles possible by using this paper 
for a sales letterhead. 

GIANT -SIZE HELICOPTERS are 
now available for industry. A recent an- 
nouncement letter and booklet from Ver- 
tol Aircraft Corp., Morton, Pa. told how 
their big military whirlybirds can be put 
to good commercial use. The booklet 


the Armed Forces, and how the same 
benefits can be applied to industry. Cover 
letter pointed out how the whirlybirds 
could be obtained on a cash, lease or 
lease-purchase plan. Another milestone of 
progress .. . helped along by direct mail. 


eee 

/ HUMOR FOR EMPLOYEES: J. W. 
Taylor of the Wheeling Machine Prod- 
ucts Co., Wheeling, W. Va., sent us some 
examples of a monthly, 842” x 11” sheet 
titled “The Wheelco Whistle.” It is 
printed on only one side of the paper 
and instead of being mailed, is handed 
each month to all factory employees. 
The sheet each month contains a col- 
lection of jokes. Only the last item on 
the page contains some _ information 
about the products manufactured and 
the importance of having them made 
right. Mr. Taylor tells us the stunt has 
worked very well .Keeps the factory 
employees entertained. But it also im- 
presses upon them the importance of 
being sales-minded in their work. One 
recent issue changed the usual style by 
reprinting the humorous “dairy of an 
installment buyer,” from The Wolf 
Magazine of Letters. Most Reporter 
readers know the story. 


eee 
[] BAD STUFF: Someone in Tell City, 
Indiana, has made an Addressograph 
plate which is used for imprinting busi- 


was a beautiful presentation . . . show- 
ing how their Vertol 44 (the big type 
used for troop carriers) opens up a new 
concept for industry cargo and passenger 
transportation. Dramatically illustrated 
with action photos, it shows how Vertol 
44's performance has been proven by 


wallet as part of a direct mail campaign, 
to introduce a new line of outdoor 
fluorescent street lighting equipment. The 
low-cost, collapsible, miailable stereo 
viewers and slides are produced, we 
understand, by Taylor-Merchant Corp., 
71 W. 47th St.. New York 36, N. Y. 


THE l 
SELL- VELOPES AND  LETTERHEADS \S Oy 


... But Colortone has added a new ingredient . . . the availability 
of 4-color Sell-Velopes at prices within reach and reason. 


. gang-runs of matching letterheads .. . 
. only $16.85 


ang-runs of Sell-Velopes . . 
able you to buy, for example, 100 thousand of each . 
a thousand for both. 50m for $19.85 and 25m for $23.85 per m for both. 


% SELL-Velope and Picto-Chrome 
are Trademarks exclusively owned by Colortone Press 


Sell-Velopes and Letterheads: 


ness reply cards which are then mailed 
to the permit holder without anything 
on the order side. The imprint reads: 
“Returned to help reduce the deficit in 
the postal department.” Seems like the 
postal inspectors ought to be able to 
track down this one .. . on account of 


Mail the coupon now 


to get the complete 
story and 


free samples 


COLORTONE PRESS 
2412-24 17th St., N.W., Wash. 9, D. C. 


Please send details and FREE 
SAMPLES of full-color Picto-Chrome 
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any product or 
Ol Se service by mail 
or house-to-house 


You can use our direct mail 
promotions profitably. 


We supply the complete 
mailing “‘package"’. . . 
there is an absolute 
minimum of effort on 

your part 

Write for FREE SAMPLES 


and list of our clients 
in your field. 


THE 
SLOAN-ASHLAND 
DIVISION 


Suite 903 Merchandise Mart 
Chicago 54, Hl. 

Sellers of merchandise through 
direct mail promotion 


Unsurpassed in Quality at any Price 


3x10” Glossy Photos 
Post Cards 


ane $26 per 1,000 

in 5,000 lots —_—— 
rgements 
in 1000 lt 


3 & 24 HOUR SERVICE AVAILABLE 


FULL COLOR PRINTS 
for every purpose, toste ond budget 


A Division of JAMES J. KRIEGSMANN 


Pleze 7-0233 
165 West 46th 
iographers New York 19, N.Y 


WE DELIVER WHAT WE ADVERTISE 


BiG NEWS, 

JUMBO FLASH CARDS 


now preprinted in 33 colertul border 

dewgns ready to give your mailings 

powertul punch at low cost Samples 
ond design folder FREE! Write 


The CARR Crganiyation 


1319 N Third St, Milwaukee 12, Wisconsin 


Typewritten letters Created and/or 
Flyers produced by a 
Brochures team of experts 
Campaigns 
repass letter service 


29 S. WABASH AVE. 
CHICAGO 3, ILL CEntral 6-4056 


BOOKLETS THAT BECKON 


Distinctive literature with that come- 
hither appeal that impels, tells, sells. 
Request Fitzjohn book—on your lh. 


“Chat Fellow Bott’ 


Leo P. Bott, Jr., 64 E. Jockson, Chicago 


the Addressograph plate. Other mailers 
ure having similar trouble. Just received 
a batch of business reply envelopes 
wnich were returned to Harry Volk, Jr. 
of Atlantic City. All contained clippings 
from magazines, cutout illustrations and 
all sorts of irrelevant material. Most 
came from the Los Angeles area. But 
very difficult to trace. We urge all mail- 
ers who receive their business reply cards 
and envelopes in an improper fashion .. . 
to submit the evidence to their local 
postal inspectors. 

— 

eee 


-) WATCH OUT FOR A NEW FLOOD 
of fraudulent “work-at-home” schemes. 
Better Business Bureaus are getting com- 
plaints from all around the map. If any 
of your friends or employees are solicited 
to pay $5 for this homework idea, get 
them to report each case to your local 
BBB. The promoters of the scheme 
seem to be centered somewhere along 
the West Coast. The operation takes on 
something of the nature of a chain letter 
scheme, the basic purpose seemingly be- 
ing to sell circulars, address stickers and 
stamps to participants. For the $5 fee, 
the “sucker” gets 25 circulars offering 
brand-name appliances and other mer- 
chandise at wholesale prices. Nowhere 
on the circular can you find where to 
buy the merchandise. But the “sucker” 
is supposed to mail the 25 circulars to 
other friends, who are then supposed to 
put up another $5 each for the supply 
of circulars. This one will be a hard nut 
for the postal inspectors to crack. 


ove 


() THE POST OFFICE DEPT is going 
after the promoters of unordered mer- 
chandise particularly when con- 
nected with a so-called charity drive. 
Action was recently brought against the 
National Federation of the Biind, which 
mails unordered greeting cards in an 
effort to solicit contributions. Postal in- 
spectors uncovered evidence which re- 
vealed that the promoters are getting 
88° of the proceeds. The Better Busi- 
ness Bureaus are recommending that 
recipients do not use, do not return and 
do not pay for any such parcels. If 
the promoters lose their material without 
getting payment for it, the nuisance 
would soon be ended. 


— 
eee 


[) 49 WAYS TO MAKE THE TELE- 
PHONE SELL FOR YOU is the title 
of a new 24-page booklet now being 
offered in bulk quantities by the Insti- 
tute for Business Research, 20-28 S. E. 
Riverside Dr., Evansville 8, Ind. 
DMAAer Ralph Curtis, director of the 


organization, will be glad to send you 
a sample copy. The contents consist of 
reprints from The American Salesman 
and the booklet is intended for use as 
an instruction book for salesmen, show- 
ing 49 good ways the telephone can be 
used to develop sales. It’s good reading 
and should prove very helpful. Quantity 
prices range from a high as 174%2¢ each 
to a low of 854¢ each. 


eee 
—] “ONE BILLION” CALLED FOR A 
BIG ONE: When Cassidy-Richlar, Inc., 
Philadelphia direct mail firm at 46th 
St. & Gerard Ave. recently reached pro- 
duction and dispatch of their one-bil- 
lionth piece of mail . . . they made it 


30” x 40” 
letter sent to U. S. Secretary of Com- 
pointing out 
the big and important part direct mail 


a big one. It was a giant 
merce Sinclair Weeks .. . 


plays in the nation’s economy. Phila- 
delphia Postmaster Raymond Thomas 
(right) is shown here receiving the let- 
ter for dispatch from Morton Adler, 
president cf the 15-year old, billion- 
piece mailing firm. 


eee 


() ACTUAL PHOTOGRAPHS can add 
a lot of impact to real estate promo- 
tions. Rockland Industrial Center, for 
example, is a new 275-acre development 
in Spring Valley, Rockland County, 
N. Y. (adjacent to New York Thru- 
way, just across the Hudson River). To 
promote the many advantages of plant 
location on their site, the Center pro- 
duced an excellent 4-page folder show- 
ing Spring Valley's transportation, tax, 
utility, labor, housing and other bene- 
fits. But Bernard J. Garber, a livewire 
Blauvelt, N. Y. agent handling the Cen- 
ter, made the promotion mailing even 
better . . . by hiring an aerial photog- 
rapher to take on-the-spot pictures. Each 
folder Garber mails includes actual air 
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photos, outlined to show the Center's 
near-by airport, railroad spur, highways, 
etc. Garber’s photo inserts add a con- 
vincing touch of realism to the folder’s 
impressive copy. 


COLLAMATIC CORPORATION, 
manufacturer of automatic and semi- 
automatic electric collators, re- 
vamped its entire line . . . incorporating 
base and machine in a single unit. 
There are now 18 models in Collama- 
tic’s automatic line, as well as a num- 
ber of semi-automatics which now in- 
clude 5-ream stapling-stacking bins as 
standard eqiupment. You can get com- 
plete information about the equipment 
revision by writing to Burt M. Smith, 
State Highway #23, Wayne, N. J. 


eee 
[) IF YOUR PRODUCT gets rough, 
damaging treatment in the mails . 
write to Jiffy Manufacturing Co. in Hill- 
side, N. J. Jiffy makes a wide range of 
padded paper, bags and other protective 
material for packing and shipping all 
types of products. Ask them to send you 
their direct mail series of case histories 
showing how different manufacturers 
wrap their products for shipment. The 
well-done, informative case histories cov- 
er everything from drugs to books .. . 
telling how tough wrapping problems 
were solved with Jiffy materials. 


eee 


POSTAL GOSPEL DEPT.: While 
Billy Graham uses a microphone, there’s 
a 29-year-old priest in Rangeley, Me. who 
uses the mail box to spread the Gospel. 
A recent Associated Press story told how 
Rev. Daniel K. Sullivan's “Church By 
Mail” has almost 200 parishioners so far 

. and may have more than 1,000 be- 
fore the year is out. His postal school 
consists of lessons sent out each week, 
including tests that have to be mailed 
back for grading. “Father Dan,” as he’s 
known to his mail order flock, spends one 
day a week in Portland handling his 
church-hy-mail correspondence . . . and 
he also sends a “Home Prayer” letter, 
which gnes to more than 600 worshippers 
througtiout the state. 


= 

eee 
|) HOW TO DEVELOP SUCCESSFUL 
NEW PRODUCTS is the name of an 
excellent 26-page booklet . . . which 
is must reading for expansion-minded 
manufacturers. Published by Foster D. 
Snell, Inc., the illustrated booklet shows 
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selling empty space— 
by direct mail 
Good distribution, key to the hustling American econo- 


my, makes empty warehouse space a vitally needed 
“product” 


To keep prospects posted on the benefits of public ware- 
housing and to turn them into customers, Miller Ware- 
housing Corp., Little Falls, N. Y., uses direct mail 
created by Hickey Murphy Division of James Gray, Inc. 


Hickey Murphy évows warehousing . . . knows the 
people who need warehousing . . . and knows how to 
create and produce effective, convincing direct mail . . . 
from copy draft to finished piece. 


No matter what your product or service, Hickey Murphy 
creative service may help you do a better selling job. 
Send for your free copy of How To Put Action Into 
Your Direct Mail—and ask to see the case history file. 


‘HICKEY MURPHY 
New York 27, 
JAMES GRAY INC. MUrray Hill 2-9000 
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PAPERS | 
F papers are made 


GIVE YOUR LETTERHEAD A LIFT 


WESTON cotton riser BOND 


You can see the difference, feel the difference . . . 
even hear the difference when you compare 
WESTON BOND with letterhead papers that lack 
cotton fiber quality. Cotton fiber adds character and 
impressiveness that stand out at a cost you hardly 
notice. 


See for yourself the difference cotton fiber quality 
can make in your letterhead and business forms. 
Ask your printer to use WESTON BOND for your 
next lot of letterheads. He has it in white, colors, 
white opaque, white litho finish and matching en- 
velopes ... 


Or write for a sample book and make your own 
comparison. Address Dept. DM 


BYRON WESTON COMPANY 
Makers of Papers for Business Records Since 1863 
DALTON, MASSACHUSETTS 


WESTON BOND 


Cotton Fiber Quality Letterhead Paper 


tested procedures and patterns of suc- 
cess in new product development. Case 
histories tell how research scientists, 
chemists, engineers and economists can 
help new-product producers avoid 
many pitfalls and risks involved. You 
can get a free copy of this outstanding 
booklet by writing to Snell at 29 W. 15th 
St., New York 11, N. Y. 


eee 


(] THIS POSTAL SLOGAN is the cre- 
ation of Leslie Creations, Lafayette Hill, 
Pa. mail order house . . . who use it 
on all their outgoing correspondence and 
orders. President John J. Leslie, Jr. 


pleasant 
order 


mail!” 


tells us they would be happy to have 
other mail order firms use it... to 
further promote direct mail and mail 
order. If interested you can pick it up 
right from this reproduction and sub- 
stitute your own company name at the 


bottom. 


[] A NEW POWER PAPER CUTTER 
has been designed especially for office 
use by Addressograph-Multigraph Corp. 
Occupying less than 3 sq. ft. of space, 
the handy cutter can handle booklet 
trimming, fanfold forms, etc. . . . and 
it’s got all the safety features of larger 
models used in printing plants. You can 
get more information by writing to Ad- 
dressograph-Multigraph, Cleveland 10, 


Ohio. 


[) AFTER 38 YEARS in direct mail, 
our old friend Jimmy O'Neal of Raleigh 
Letter Writers (Raleigh, N. C.) has given 
up personal letters . . . for personnel 
placement. He's sold his business lock, 
stock and barrel to his son Bill and son- 
in-law, Frank E. Jones . . . and will now 
concentrate full-time on the private em- 
ployment agency he started a year ago. 
Jimmy started in direct mail long ago 
by taking letters by shorthand and tran- 
scribing them for Raleigh firms .. . at 
1Sc a piece. Over the years, he built 
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Deadly 
Direct Mail Mistakes” 


By Maxwell Sackheim 


Recently there appeared in this magazine a series of advertise- 
ments which have now been placed in booklet form, the title of 
which is “Seven Deadly Direct Mail Mistakes.” 


It is the writer’s belief that by avoiding one or more of these 
mistakes any mailing can be improved. 


For example, Mistake No. 1 is to Give the Prospects a Good 
Reason for Not Opening Your Mailing. By giving your prospects 
no reason for throwing your mailing away unopened it has a chance 
to do a selling job. And so on, with the six other Deadly Mistakes. 


If interested in receiving one or more copies of this booklet, 
simply mail coupon. There is no obligation. 


Maxwell Sackheim & Co., Inc. 
545 Madison Avenue, New York 22, N. Y. 


Please send me copies of your booklet, 
“Seven Deadly Direct Mail Mistakes.” 


Maxwell Sackheim & Co., Inc. 
545 Madison Avenue, New York 22, N. Y. 


MEMBER, cA merican eA. ssociation of Advertising Agencies 
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Get a really 


white bond- 
vet Hamilton! 


Your work 
is as good 
as your bond 


Appearance is important in 
bonds. Hamilton Bond offers 
you a really bright blue white 
that’s a joy to look at, a joy to 
print on, a joy to deliver to your 
customers. 

Hamilton Bond has a forma- 
tion which is handsome, clear 
and uniform—which insures a 
level printing surface for best 
press performance. It is genu- 
inely watermarked, strong and 
durable, pre-humidified, mois- 
ture-proof wrapped. Ten dis- 
tinctive, highly printable colors, 
too. And matching envelopes. 
Try Hamilton Bond .. . it 
brings out the best in your work! 


Hamilton 


Papers 


HAMILTON PAPER COMPANY 
Miquon, Pa. 


Mills at Miquon, Pa., and Piainwell, Mich. 
Offices in New York, Chicago and Los Angeles 


Raleigh Letter Writers into one of the 
biggest direct mail firms in the south. 
We'll bet the live-wire Irishman does the 
same with his new employment agency 

using direct mail promotion, of 
course! 


eee 


{) IF YOU WANT A LAUGH, write to 
the Horn-Ohio Co., Caxton Bldg., Cleve- 
land 15, Ohio . . . and ask them for a 
copy of their promotion folder titled 
Ye Printing Salesman. Reprinted from 
Pacific Printer magazine, it’s a cartooned 
satire on twelve different “types” of 
printing salesmen ranging from 
“Modest Moe” to “The Eager-Beaver.” 
The “true-to-life” profiles kept us howl- 
ing. Incidentally, president C. D. Horn 
does an excellent job of promoting his 
graphic arts services . . . with more seri- 
ous booklets, folders, etc. If you're in the 
Cleveland area, try to get on his list. 


eee 


DESIGNERS FABRICS-BUY-MAIL, 
INC is doing a swell mail order job with 
their club plan for do-it-yourself women. 
They send members an excellent swatch 
folio . . . sampling 10 different fabrics 
available at discount prices. For $3.00 
per year, members also receive patterns, 
fashion Newsletters, and discount prices 
on matching belts, buttons, etc. The Chi- 
cago mail order firm (2221 W. Howard 
St.) also offers a Time Payment Plan on 
all fabrics. From initial subscription ap- 
peal to pre-paying postage on all orders, 
Designers Fabrics does everything they 
can to build friendly relations with their 
customers. 


— 
eee 


[) GOOD IDEA FOR PUBLISHERS: 
“You might be interested,” writes Gil 
Gabriel, Jr. of Bert Garmise Associates, 
magazine sales promotion specialists (509 
Madison Ave., New York 22, N. Y.), 
“in a way we are helping one of our 
publisher clients solve a big production 
problem — late delivery of insertion 
orders, plates and copy.” Seems adver- 
tising salesmen for High Fidelity and 
Audiocraft magazines had worn out their 
phones, shoes and patience . . . trying 
to get ad material in on time. So Gar- 
mise created a giant-size postcard to 
impress advertisers on the importance 
of being an “Early Bird”. . . “They get 
their insertion orders in before dead- 
line each month—giving our art di- 
rector sufficient time to lay out the 
magazines, the printer sufficient time to 
print them; the mailman sufficient time 


to deliver them . . .” Gabriel says the 
card is getting good readership 
helping to speed up the magazines’ pro- 
duction. 


== 
eee 


') THE ADVERTISING CENTER at 
285 Madison Ave. in Manhattan was 
officially opened on June 10th 

with a proclamation by Mayor Robert 
F. Wagner dedicating it as “the first 
permanent exhibition center for the cre- 
ative ideas, media and materials of the 
advertising profession . . .” Among the 
two floors of exhibits organized and 


Larry 


president 
there’s a number of direct 
including the one 


directed by Center 
Schwartz, 
mail displays 
pictured here. This photo, taken on 
opening day, shows Reporter staffers 
Muriel Coleman (center) and John Pa- 
tafio, Jr. (right) helping the first visitor 
find some direct mail information. Next 
time your're near 285 Madison, it'll 
be worth your while to stop in and 
give the Center a look. 


[ WESTERN UNION has published 
an informative and helpful booklet tell- 
ing How to Reproduce Telegrams in 
Your Advertising. Its cight illustrated 
pages are designed to answer questions 
about telegram rights, etc. General rule 
of thumb is that Western Union allows 
reproduction of their genuine telegrams 
by permission . and they're eager 
to cooperate. Booklet also outlines 
other WU services such as “Operator 
25” service, market research and opin- 
ion surveys, multiple delivery of same 
message, etc. Ask your nearest Western 
Union fice for a copy of the booklet. 


) ONE OF THE NEWEST PROMO- 
TION NEWSLETTERS comes from a 
firm which should never run short of news! 
Luce Press Clipping Bureau, 157 Cham- 
bers St.. New York 7, N. Y. has 
launched a Luce Clipping Newsletter, 
“dedicated to advancing public relations 
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and publicity practices.” Direct mail 
people should be interested, for in ad- 
dition to checking publicity and adver- 
tising, they also handle specialized list 
compiling. Their first newsletter offers a 
free list of the 3500 trade and consumer 
publications Luce checks daily. You can 
get a copy by writing to them at the 
above address. 


THERE’S SOME GOOD SAMP- 
LING in an industrial brochure pro- 
duced by Park Nameplate Co., Inc., 
34-10 Linden Pl., Flushing 54, L. L 
The 6-page, gate-fold piece describes the 
versatility of Park’s “Thinplates”. . . 
anodized aluminum nameplates used for 
decorative trim, identification, etc. on 
both industrial and consumer products. 
The brochure unfolds a complete story 
on how the thin nameplates “trim dol- 
lars from production costs and puts a 
bright new face on your product”. Sev- 
eral samples are tucked into inside slit 
pockets . . . showing various uses for 
Park’s product. Good job. 


_ 
eee 


[) SPEAKING OF THE AMERICAN 
SALESMAN, a monthly magazine pub- 
lished by Michael Gore at 49 W. 57th 
St.. New York 19, N. Y. .. . Michael 
sent us copies of the April and May 
1957 issues so we could see two impor- 
tant articles. In the April issue, Ed 
Hegarty authored a brilliant article 
titled, “30 Ways to Turn Printed Matter 
Into Sales.” That too is an excellent 
article for salesmen. It covers a subject 
which has been neglected too long and 
should give the advertising department 
some valuable tips on how to educate 
the salesmen to put the printed material 
produced by the advertising department 
to work during sales calls. In the May 
issue, Bert Schlain (district sales man- 
ager, Universal Match Corp.) tells how 
his company has trained their salesmen 
to run their own personalized direct 
mail campaigns to soften up prospects 
before a call. Well worth reading. You 
can get copies of either or both of these 
issues for 50¢ each. Michael Gore also 
tells us that starting very soon there 
will be a several-part series on letter- 
writing by the famous Cy Frailey. That 
should be good. 


eee 
[) WE GET A KICK out of the good- 
humored fun Scriptomatic, Inc. pokes at 
themselves every now and then in their 
excellent Scriptomatic Newsletter (now 
in its 11th volume). The self-joshing, 
such as their April issue cartoon, is ac- 
tually a fine piece of subtle promotion 
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GREAT 

COMMUNICATION 
MEDIUM 


In Africa, important messages travel by tom-tom. In our 
business world anybody can “beat a drum,” the important 


thing is . . . do people listen and reply ? 


At Reply-O-Letter, we know what it takes to get replies, from 
30 to 409% more than you get from other direct mail. We can 
put on your desk hundreds of hard-hitting letters, drawing far 
more than their share of replies in every field (including your 
own). 


You'll find no limit to your resourcefulness when you tap our 


24 years of know-how in direct mail. Writers and artists are 


placed at your disposal without cost. 


You keep costs down further with economies like our now 
famous one-time addressing operation: addressing of reply 
card, salutation, and reader signature simultaneously. 

Write today for the Reply-O-Letter booklet 

on the 3 R’s of Direct Mail. 


REPLY-O-LETTER 


7 Central Park West 
New York 23, New York 


SALES OFFICES: BOSTON ¢ CHICAGO ¢ CLEVELAND ¢ DETROIT ¢ TORONTO 
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| ... a “between the lines” plug for the 
| factual Scriptomatic case histories Bill F. 


7 | Fischer features in every issue. If you're 
PRO FITABLE DI REf | MAIL SALES concerned with addressing problems, you 
‘ should be reading these Scriptomatic suc- 
~ 


cess stories. Write to Bill at 300-316 
N. llth St., Philadelphia 7, Pa. and ask 
him to put you on their newsletter list. 


“TOP-BRASS BRAINSTORMING” 
DEPT.: Better Editing is the name of a 
new four-page publication for members 
of The National Conference of Business 
Paper Editors (A.B.P.), 205 E. 42nd St., 
New York 17, N. Y. We got a big kick 
out of this short item in the first issue 

. telling how the new publication got 
its name: “The boy who runs the pro- 
duction department wanted The Hell 
Box. . . . The art director wanted Galley 
Proofs. . . . The office manager wanted 
ABP Editorial Digest. . . . The editor 
wanted Tidings. .. . The president want- 
ed Better Editing.” 


JJ) 


[| GOOD TO SEE a printer in neigh- 
boring St. Petersburg get fine publicity in 


N OW you can sell your product or service to the most respon- the May 1957 issue of Printing Magazine. 
‘ f Editor Ernie Trotter devoted three pages 


sive, most prosperous families in the big U.S. farm market! (72-74) to telling the story of the re- 
The entire COUNTRY GENTLEMAN (Better Farming) maga- markable growth of The St. Petersburg 
zine list of 2,300,000 active subscribers is now available to you Printing Co. under Dixie Hollins. Has 
grown in 25 years from $29,000 annual 
volume to more than a million. After first 


A 81G NEW LIST 
COVERING THE BIG PROFITARS 


US. FARM MARKET 


on a rental basis! 


This is the first time in history the active. paid subscriber list couple of years, salesmen were eliminat- 
of any large magazine has ever been offered for use by direct ed. All selling done by mail. Southern 
mail. The COUNTRY GENTLEMAN list, purchased from the printing industry growing tremendously. 


Saw that demonstrated at Southern 


wuublisher. contains 100% new names—unduplicated on any : 
Graphic Arts convention in Mobile. Had 


other list—everyone a new prospective customer for you. And ohh 
important to you, these folks live in homes of their own—they folks at Mercury Lithographing Co. (545 
drive automobiles of their own—they have growing chiidren N.W. Sth St., Miami, Fla.) who produce 


many of the spectacular pieces for Foun- 
tainebleau, Americana, Eden Roc and 
other programs developed by either Erwin 
Harris or Charlie Whitebrook. Southern 
printing craftsmen no longer have to take 


and they are mail order buyers. Ideal prospects for your 


direct mail! 


These families live on the farms and in the great small towns 


of our Nation—beyond the reach of ordinary mailing lists. 


a back seat . . . as they did some 20 
When your direct mail arrives, it will not be in competition years ago 
with dozens of other offers—it will be read and acted upon. 

This great new list will give you volume sales in a market PPP 


you've never been able to reach by direct mail before! Phone 
or write us TODAY! 


[1 IN THE MIDST OF THE BIG 
TRANQUILIZER CRAZE, Seltz Ad- 
vertising Service, 121 E. 3ist St., New 
York 16, N. Y., hit the jackpot . . . with 
a “pill” promotion idea created to get 
inquiries for their salesmen stimulation 
service. Seltz sent sales managers a bottle 
of “Success Pills — For Suffering Sales 
Managers.” While the bottle contained 
only candy, its label looked authentic . . . 
describing the pills as a medicine “to re- 
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lieve the distress resulting from disorders 
such as sales slumps, sluggish salesmen, 
puny profits, and general deficiency in 
planned coordinated sales promotion.” 
From the 1500 bottles mailed, Seltz re- 
ceived a 10% return... and many sales 
managers are ordering the “Success Pill” 
promotion in quantity for their sales 
force. 
eee 

[) THAT OTHER “REPORTER” (the 
consumer bi-weekly magazine published 
at 136 E. 57th St., New York 22, N. Y.) 
featured an interesting article about the 
list business in their June 27th issue. 
Authored by Gene R. Kearney, it was 
titled “All the Blacksmiths You Want 
for Twenty Bucks a Thousand.” While 
the title might sound like it, the piece 
was not one of those sarcastic slams at 
direct mail. Actually, the whole article 
was devoted to a profile of Dunhill In- 
ternational List Co., created through 
Kearney’s lively interview with Dunhill’s 
Herbert Odza. It pointed out many of 
the unusual and fascinating requests and 
uses for mailing lists, etc. Suggest you 
get the June 27th issue of The Reporter 
and read it. 


[) THE FIRST PROMOTION MAIL- 
ING for DMAA’s 40th Annual Con- 
vention in Washington, D. C., hit the 
mails last month. It was a letter and 
“first chance” reservation offering from 
Steering Committee Chairman Lloyd F. 
Wood. This year’s convention at Wash- 
ington’s Sheraton-Park Hotel, Sept. 11, 
12 and 13, promises to be bigger and 
better than ever. Theme: “Capitalize on 
Direct Mail.” Next month, we'll give you 
a run-down and report on program plans, 
etc. In the meantime . . . if you received 
the “first chance” letter from Lloyd 
Wood, get that reservation in now! 


[] CHRISTMAS IN JULY: If the swelt- 
tering heat has you down, take heart .. . 
December can't be too far off. We've 
kept cool this month (mentally) by watch- 
ing Christmas promotions take shape . . . 
much earlier than usual. The mails are 
full of syndicated services, printers, cre- 
ative agencies, etc., who are selling their 
Christmas material in July. Harry Volk 
Art Studio in Pleasantville, N. J., for 
example, is doing a good job, selling his 
Clip Book of Christmas Art... and The 
Sawdon Co. in New York is already pro- 
moting their Bind-In-Velopes to pub- 
lishers for Christmas gift subscriptions. 
There are many other early birds also 
doing a good job . . . kicking off Christ- 
mas in July. 
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_ A FORTUNE IN WINDOW DRESSING? 


1, one sense, envelope design is a lot like window 
dressing: Both are intended to make your customer 
stop and take notice: Attract attention! 


In another sense, envelopes are unlike window 
dressing, because window dressing is an added expense, 
but Cupples-Hesse envelopes cost no more than 
ordinary envelopes. And they do a better job. 

Write us for samples and you'll see why! 
Cupples-Hesse manufactures a complete line of 

stock and custom-designed envelopes for direct mail 
and every business purpose. All sizes, styles, and 
colors. Don’t delay—contact us today! 


QUALi 


N. Kingshighway, St. Louis 15, Missouri—EVergreen 3-3700 


_ CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of ltowa 


1485 Keo Way, Des Moines 14, lowa—ATlantic 8-5737 
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NIAA NATIONAL CONVENTION 


TOPS FOURTEEN HUNDRED 
AT WALDORF IN NEW YORK 


This Roundup Includes 3 Industrial Case Histories: 


Ps Rome Cable Co. 


The NIAA Convention was just 
great. It was a serious, sober and 
successful attempt to break through 
the concepts of marketing. If any of 
the 1,400 who invaded the Waldorf- 
Astoria that sunny June 9th had any 
misgivings about a too-lofty program, 
there were none by the Wednesday 
afternoon final gun. At the least, 
very few. Nearly everyone went home 
with a big idea marketing is 
orienting your entire business to the 
customer and marketing must 
become an integral part of every 
growing business. 

It was Robert L. Gibson, Vice- 
President of the Chemical & Metal- 
lurgical Division of General Electric 
Co., Pittsfield, Mass., who introduced 
this what-is-marketing definition. He 
explained that the new marketing 
concept consists of focusing the 
whole organization on serving the 
customer, and in giving all functions 
of the business a knowledge of the 
customer and his needs and wants. 

When you think about that one for 
a moment, you begin to wonder 
what's so new about it. Kind of 
obvious. Who can operate without 


keeping an eye on the customer . . 
on the market? But this was a con- 
ference of industrial ad men, not 


AMF 


heads of corporations with deep sales 
backgrounds. The attempt at this 
35th Annual for NIAA, was to dra- 
matically present the unlimited oppor- 
tunities for today’s industrial adver- 
tising executives. For in tomorrow's 
crazy complex of thousands of new 
products (of which 90% will fail the 
fifth year at today’s rate), of more 
people, more money, more everything, 
business must become more scientific. 
Success will come to those companies 
who recognize the secrets of research 
in product and market, who will 
accept the role of marketing at the 
policy level. 

Key to this recognition must be 
the marketing man. And if the in- 
dustrial ad man is to be this person, 
he must go beyond the techniques of 
copy, art and speech writing. His 
interest first, and then his influence, 
must envelope the entire business 
process. His knowledge of the cus- 
tomer and prospect must be blended 
with the research into new product 
development, diversification by way 
of merger, in fact, all of the activity 
which puts a product to market. 

This was the flavor of the first 
day ... a dizzy, fascinating look 
beyond the usual fenced in depart- 
ment of advertising. The second day 


de N s & Comp 


Towmotor Corp. 


was a presentation of six case his- 
tories . . . all a reflection of the day 
before . . . of the acceptance of this 
orienting - your-entire-business-to-the- 
customer. It was an inspiring parade 
of success, moderated by M. E. Zieg- 
enhagen, Advertising and Sales Pro- 
motion Manager, Worthington Cor- 
poration, Harrison, N. J. 

Incidentally, Messrs. Ziegenhagen 
and NIAA President John Freeman 
should be awarded the Royal Order 
of Dramatic Programming . . . or 
something. Not only did they find 
six men with real stories to tell, but 
they outlined to them what was 
wanted, what they could not say, and 
then engineered how it was to be 
presented. The result was a profes- 
sional mixture of staged lighting, 
unusually good visual-assists and 
“speech-making.” In a setting of the 
grand ballroom of the Waldorf .. . 
well, it was inspiring as well as easy 
to listen to and grasp. Nuff said. 

To prove our enthusiasm, we'll 
give you two of the six Tuesday case 
histories with this report. And we'll 
highlight the meat of the award 
winning entry of NIAA’s Best Seller 
Awards contest. Towmotor, Inc. won. 
Howard Swink Agency, Marion, Ohio, 
was the agency. 


NEW NIAA CHAIRMAN HOLDS SKULL SESSION 

L to R—M. S. Miranda, Dresser Industries, Dallas; G. R. Holtz, Farr 
Co., Los Angeles; Richord C. Christian, Marsteller, Rickard, Gebhardt 
& Reed, Chicago; Jordan D. Wood, Jones & Lamson Machine Co., 
Springfield, Vt.; George A. Frye, Doyle, Kitchen & McCormick, New 
York; E. H. Woodley, Northern Electric Co., Montreal and Richard C. 
Sickler, Product Group Manager, Advertising Department, E. |. du Pont 
y (inc), Wilmington, Del. and new Chairman of 
the Board of NIAA. Missing from photo: A. R. Teifeld, Copperweld 
Steel Company, Pittsburgh, Pa.; W. D. Crelley, Qwens-Corning Fiber- 
glas Corp., Toledo, Ohio; R. C. Myers, U. S. Steel Corp., Pittsburgh, Pa.; 
R. B. Reid, Manager of Advertising & Sales Promotion, Apparatus Sales 
Division, General Electric Co., Schenectady, New York and Past Chair- 
man of the Board of NIAA; D. F. Beard, General Director of Adver- 
tising, Reynolds Metals Company, Lovisville, Kentucky and Past Chair- 
man of the Board of NIAA. 
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How we put advertising and sales 


promotion at the center of the 


A case history of Rome Cable's solution to a 
changing marketing problem, how they integrated 
direct mail into the whole sales plan. 


marketing program. 


By Paul B. Nelson, Jr. 


Advertising Manager 


Rome Cable Corporation 


tutional 


Paul B. Nelson, Jr., Advertising Manager, Rome Ca- 
ble Corporation, Rome, New York. As Advertising 
Manager of the Rome Cable Corporation in Rome, 
New York, Paul Nelson handles product and insti- 
space advertising, sales promotional acti- 
vities, and certain public relations functions. Prior 
to his present position, he was account supervisor 
on atomic products account (nuclear research, test, 
and power reactors, etc.) in the Advertising and 
Sales Promotion Department at General Electric Com- 
pany, Schenectady, N. Y. He also served as copy 
writer for the same company. 


When I joined Rome Cable Corpo- 
ration last September, I found they'd 
already taken first steps toward im- 
plementing the new marketing con- 
cept and were in the process of estab- 
lishing a new Marketing Division. 
As soon as | arrived, I was handed the 
keys to my own department and a 
quite plain 12-word directive, “You're 
part of a brand-new marketing team 
—do what should be done!” 

We're an independent electrical 
wire, cable, cable accessory, and 
conduit manufacturing company 
which was organized in 1936. Our 
first year sales totaled $1,800,000, and 
last year’s sales approximated $53,- 
000,000. We have manufacturing fa- 
cilities in Rome, N.Y., Torrance, 
California, and Collegeville, Pa. 


Typical current products include: 

1. Building wires of all kinds 

2. Low and high voltage power cables 
3. Multi-conductor electronic cables 

4. Cable troughs and cable racks 

5. Thin-wall and rigid steel conduit 


Our headquarters marketing organ- 
ization at Rome Cable is essentially 
conventional, but Product Planning 
in our company is still more of an 
engineering, rather than a market- 
ing, function. The market's needs for 
new products are naturally relayed to 
our Product Planning Group as soon 
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as they become known, but technical 
problems often force us to spend 
years developing what's needed. 

Now ... let’s go back to where | 
left off and think a moment about 
the last five words of that charter | 
received upon my arrival at Rome 
Cable —” do what should be 
done!” 

As I began to talk to other people 
at Rome Cable and get the feel of my 
new job —and, remember, this was 
back in September of 1956 — the di- 
mensions of several marketing prob- 
lems began to be apparent: 


(1) Our field sales force could use help. 
As they were increasingly called upon to ful- 
fill today’s service function for principal cus- 
tomers, they had less time available for 
servicing the others and for contacting new 


prospects. 


(2) In some areas, customers were unaware 
—or knew too littl—oabout our proven and 
acknowledged manufacturing ability on com- 
plicated multi-conductor cable constructions. 


(3) Brand recognition studies indicated thot 
our progress in this respect was inadequate. 
In addition—and even more disturbing—cer- 
tain competitors were making notable gains. 


(4) Several new market areas, suggested by 
the Market Research Department, needed con- 
siderably more attention than they had been 
receiving. 


(5) Increasing competition in two of our 
market areas was detected. 


(6) A slackening in building activity, due to 
begin within a few months, was being pre- 
dicted by certain construction authorities. 


Facing these problems was a Mar- 
keting Division, headed by Glenn E. 
Rolston, Vice President. Reporting to 
him were the Market Research Group, 
Advertising and Sales Promotion, 
Sales Administration, the Sales Serv- 
ice Organization, and four Sales Man- 
agers. As already mentioned, Product 
Planning in our company is still more 
of an engineering than a marketing 
function. 

Because our Marketing Division 
was newly organized, we weren't at 
the point where the team approach 
to problems was always feasible. So 
we tried a transitional compromise. 
When we couldn't attack specific 
problems as a team (and, remember, 
marketing in action is people work- 
ing together as a team) we individ- 
ually sought to solve our own prob- 
lems in ways in keeping with our new 
marketing concept. 

This was obviously an imperfect 
approach. But it worked. It helped us 
all to get in step with the marketing 
concept’s way of doing things. 

You can make real progress toward 
the integration of your advertising 
effort by simply talking your prob- 
lems over with just one more member 
of the marketing team than has beer 
your own practice in the past. And 
youre probably going to be sur- 
prised when you find out how smart 
some of those other people are. 

In my own area, for example, | 
concluded that a redirection of our 
advertising and sales promotion ef- 
forts was in order. This redirection 
was to mean: 

1. New goals 

2. Concentration on primary markets 

3. Initiation of a planned publicity program 
4. Increased direct mail activity 


* 
j 
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New Goals 


It seemed advisable to shift em- 
phasis away from the use of expen- 
sive high-impact ads aimed at pro- 
moting our corporate name. It seemed 
that that goal had been successfully 
achieved. The name “Rome Cable” 
had been spread far and wide. 

More pure product messages were 
now needed. Experienced members 
of our marketing team concurred with 
this view that a change to more 
product-sell in our advertising was 
called for, especially because of the 
increasingly competitive situation. 
And these non-advertising members 
of our team produced some exceed- 
ingly useful criticisms and sugges- 
tions. 


Concentration on Primary Markets 


At the same time we discussed new 
advertising goals, we naturally took 
a long and hard look at the market 
as a whole and concluded that it was 
time to purge certain old concepts. 
We felt this was important because 
significant changes have occurred in 
recent years. It's dangerous to base 
1957 plans on 1947 ideas. 

Consider, for example, the effect 
that the electrical industries’ “Live 
Better . . . Electrically” program may 
have on the home wiring requirements 
in the future. If the residential loads 
continue to climb, service entrance 
cable requirements are bound to 
change as well. Since we make serv- 
ice entrance cable, we'd better pay 
more attention to the probable devel- 
opments of the future than to his- 
torically interesting practices of the 
past. 

We determined that we had six 
primary markets as of late 1956, and 
decided that these were the areas on 
which to concentrate our attentions. 
Each of these markets was to form a 
chapter in our advertising plan for 
1957. The proper mix of promotional 
elements for each one was determined 
separately from the others, and each 
had its own budget formulated by 
the task method. 

This decision to break our overall 
advertising problem into bite-size 
by-market chunks and to spend more 
effort in principal market areas and 
less on others was to result in some 
drastic changes in our overall media 
schedule. Seven of the twenty maga- 
zines previously used were eliminated 

and two new ones added — and the 
total number of pages now scheduled 
is well above last year’s 237 page 
total. 

The use of planned publicity to 
augment paid advertising and other 


promotional efforts is a tool that’s 
just starting to be widely used. Large 
industrial firms have been skillfully 
utilizing this medium for decades; 
but only during recent years have 
sufficient independent PR groups be- 
come available to provide professional! 
aid on a fee or retainer basis to 
smaller companies as well. 

After weighing the various argu- 
ments for and against having this 
function handled by some organiza- 
tion other than our own advertising 
agency — The Rumrill Company of 
Rochester — we decided in favor of 
the public relations division of that 
agency. We felt that the benefits of 
their being able to work closely with 
our account group far outweighed the 
disadvantages sometime encountered 
in such an arrangement. 


Increased Direct Mail Activity 


Our decision to increase our direct 
mail activity was based on two fac- 
tors. One, Rome Cable had not done 
much of this before, and direct mail 
is a promotional tool much too val- 
uable to be overlooked. Two, all the 
members of our marketing team were 
convinced that good direct mail could 
be a real asset to our field salesmen. 

Our concept of direct mail is prob- 


ably more important than the me- 
chanics of our new system; so let's 
talk about it first. 


Briefly, we feel that 

1. Each piece sent to known customers and 
prospects must be related to the product in- 
terest of the recipient—and we have that 
information encoded in our system. 


2. I should discuss our product and/or its 
use in the terms common to his industry or field. 


3. Its contents should be of the type in which 
we believe he is interested. 
and 


4. Its aim should be to supplement, not 
supplant, the work of our field salesmen. 


In other words, we're striving to 
provide useful information to those to 
whom our mail is addressed. Obvi- 
ously, when we use direct mail to ex- 
plore new markets — or to uncover 
new prospects — some of these rules 
may fall by the board. 

Because every single member of 
the marketing team made a contribu- 
tion to the development of our new 
mailing system, I think that this was 
perhaps the most important single 
step of the many we took in re-tooling 
our advertising effort. It had a unify- 
ing effect on our efforts to achieve 
better integration in the larger mar- 
keting program. 


This is the form which we now use in our new system. Our district sales- 
men complete one of these in duplicate for every one of their customers or 
prospects and forward one to the company’s master file in the Advertising 
Department. Virtually everything you see on this card is coded into our 
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We know the man’s customer cate- 
gory, his specific product interests, 
and his literature requirements. We 
know the district in which he’s lo- 
cated, and we can easily make mail- 
ings to specific geographical locations 
if desired. And we know when his 
name was entered on our lists, so we 
can periodically check the continuing 
interest of those names that have been 
around for a long time without any 
change. 

The biggest strength of our system 
is the fact that we’re now able to 
make very precise mailings to cus- 
tomers and prospects. For example, 
we can very readily make a promo- 
tional mailing on a given product, 
say, portable cords, to all electrical 
distributor customers who handle the 
product — and who want promotional 
literature — and then follow it up 
with a slightly different story on 
that same product to all of their in- 
dustrial user customers. 

Customers were obviously getting 
too much of the wrong kind of mail: 
and, limited as we were by our old 
12-position selection equipment, very 
little precision was possible. Since 
someone obviously had to take suf- 
ficient time to really sink his teeth 
into the problem — and since the Ad- 
vertising Department had a bigger 
stake than everyone else—we grabbed 
the ball and ran. 

More versatile equipment was a 
must, so we outlined our needs to 
Sales Administration, and got an im- 
mediate approval to order new Ad- 
dressograph equipment with a 60- 
position selection system. Steps were 
taken to make sure that the new sys- 
tem would adequately meet everyone's 
needs. 

Previous talks with Sales had clar- 
ified the market picture, and the 
established customer categories and 
product lines were checked further 
with Sales Service to insure com- 
pletion and usefulness insofar as they 
were concerned. Then we checked 
with Market Research to see if we 
were in step with the probable de- 
mands of the future and further con- 
firmed this point by talking with the 
Product Planning Group in Engineer- 
ing. Thus, everyone had a part in 
creating Rome Cable’s new direct 
mail system. 

We've done away with duplicate 
master files, and have replaced the 
four lists previously kept with a sin- 
gle much more versatile list that’s 
going to be used considerably more 
than were any of the lists available in 
the past. And, frankly, I think we're 
going to save enough money in just 
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Here is what was in existence before the new system was set 
up. Different girls kept different master files in different ways in 
different parts of our general office building with this old system. 


the first year to more than pay for the 
cost of this entire change-over. 

We suspected that there was a con- 
siderable overlap between the differ- 
ent lists, but we didn’t know how 
much. And the annual turnover fig- 
ures for everything but the customer 
lists were clearly unsatisfactory. It 
ought to be noted at this point, inci- 
dentally, that virtually everyone rec- 
ognized the need for improvement: 
but the usual press of business had 
constantly gotten in the way of previ- 
ous efforts. 


Utilization of Statistical Data 


The final step we took in this re- 
tooling of our advertising effort in- 
volved the utilization of statistical 
data for advertising purposes. 

The increasingly competitive situa- 
tion — and the expected decline in 
building activity both pointed up 
the need for us to be able to keep 
close tab not only on overall sales 
volume and sales by district, but also 
on the kind of products being bought 
in each of our designated primary 
market areas. 

Since all of our orders are imme- 
diately encoded and transferred to 
punched IBM cards, raw data was 
readily available which would permit 
us to get the answers to questions 
like these. All we had to do was set 
the right wheels in motion. 

This has been done, and we now 
know by about the eighteenth of each 
month which products — and in what 
amounts — were sold to each prin- 
cipal and secondary market during 
the preceding month. We're still in 
the process of establishing bench 
marks, but we soon hope to have a 


quite clear monthly picture of what's 

going on in each of our different 

markets, both in terms of volume and 
specific products. And we'll also have 

a better idea of what's happening so 

far as long-term trends are concerned. 

We're hoping that this new report 
will enable the Advertising Depart- 
ment to do at least two things: 

1. Respond more quickly to market develop- 
ments when necessary. 

2. More accurately gauge the reception given 
new products and the ability of advertising 
to facilitate that acceptance. 

The re-tooling of your advertising 
effort is not the chore it may appear 
to be. All it takes is the willingness 
to accept a radical idea: that maybe 
there’s a better way of doing things. 
Once you accept that thought, you're 
on your way. 

Take another look at your own 
approach to your own advertising 
problems. Are you trying to work as 
a member of an integrated team — or 
are you fighting to defend strictly 
departmental prerogatives? If you're 
not yet in step with this team idea, 
it’s high time for you to become so. 

Go talk to the others on your 
marketing team and ask their thoughts 
on how your shop could do a better 
job so far as they’re concerned. And 

once they start talking — keep 
your big mouth shut. Just sit there 
and listen and take notes. You'll be 
surprised how much you'll learn. 

When each has had his say — and 
you've boiled down all their thoughts 
and worked in a few of your own 
you'll then find the steps to be taken 
painfully clear. 

From that point on, it’s simple — 


do what should be done. @ 
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Sell your prospects into a 


profitable business, and your 
- product sales will 


ride their coat-tails 
By Alfred J. Fava 


General Manager, 
Bakery Division, American Machine and Foundry Co. 


“alfred J. 


Fava, General 
American Machine and Foundry Co., New York, New York. 
Alfred J. Fava joined AMF in October, 1944, as special sales 
representative. When AMF orgcnized its General Products 
Group in 1952, Mr. Fava was appointed Director of Sales. 
In this position, he directed sales of ten AMF plants and 
subsidiaries. Early in 1956 he was appointed General Man- 
ager of AMPF’s Bakery Division. 


Manager, Bakery Division, 


In 1949, the Union Machinery 
Company, a subsidiary of American 
Machine & Foundry Company, and 
a member of AMF’s Bakery Division, 
introduced to the Baking Industry, 
new automatic high-speed roll and 
bun making equipment, the AMF 
Union Model “K” Roll machine, the 
AMF Union Pan-O-Mat and the AMF 
Union Pan Feeder. 

Bakers in the roll and bun business 
accepted these units rather quickly, 
and sales climbed at a rapid pace. 
About two years ago, we noticed that 
sales began to level off to a rather 
uniform rate. Our studies showed 
that we had captured the business 
from a good portion of the bakers 
already in the roll business. We had 
thinned the market, and new sales 
were a little more difficult to make. 

As we had captured a good portion 
of the market made up of bakers 
already in the roll business, we 
reached the conclusion that if we 
wanted to sell more of our Continu- 
ous and Automatic Roll equipment, 
we had to get more bakers to go into 
the roll business. Our market would 
be broadened in relation to our suc- 
cess. 

To do this, we knew we had to 
convince the bakers that the roll and 
bun business was a very profitable 
one. Occasionally, we would have 
bakers tell us that there was more 
profit per 1000 pounds of baked 


weight, in rolls than in ordinary 
white bread. However, we were never 
able to ferret out any good support- 
ing statistics. We made inquiries at 
the United States Department of 
Commerce, Bureau of Census, but 
were told the Census of Manufac- 
turers would not be ready until late 
in 1956. In July we wrote the Bureau 
of Census and received an advance 
report on the Baking Industry. It 
gave us the first real supporting 
evidence. 

The report showed that the con- 
sumption of bread-type rolls soared 
59.3% over the year 1947, and the 
trend was steadily upward. Bread 
consumption remained at the same 
level over this period. Roll profits 
are greater by 51.3% over bread. 

With our agency, Fred Wittner, 
we had many meetings with officials 
of the American Institute of Baking, 
leading bakers and prominent pub- 
lishers of Baking Industry periodi- 
cals. Finally a plan developed: 

1. We would tell all the bokers of the profits 
to be made in buns and rolls, and quote 
the census figures to support our state- 
ments. 

2. We would use material already available 
to further support our statements. The 
American Institute of Baking had some 
excellent material which they had used 
over many years in promoting the roll and 
bun business. | will show you this later on. 

3. The leading publications realized that the 
growth of roll and bun business was an 
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important piece of news to all bakers. They 
planned editorial material to tell them 
how and why eating habits changed. We 
could gear our campaign around this edi- 


torial material. 

4. We would inform other manufacturers in 
the Bakers’ Allied Trades about our plan, 
and™try to get them, too, to tell the bakers 
about the profits to be made in rolls and 
buns. The theme of our campaign was 
called: “The Roll and Bun High-Profit Band- 
wagon.” 

AMF is we!l known to the Baking 
Industry, and as a warm-up to the 
Bandwagon program, we took the 
four covers of the December 3lst, 
1956 issue of BAKERS WEEKLY. 
one of the more prominent publica- 
tions in the Baking Industry. 

I might add, at this point, that all 
of our planning centered on develop- 
ing advertising material that could be 
used in a direct mail campaign, or 
as additional sales promotional ma- 
terial for our Sales staff. 

We then prepared a 32-page step- 
by-step presentation of the program 
... “How AMF plans to Help More 
Bakers Get Into the Roll and Bun 
Business.” 

This booklet gave the vital statistics 
of the current Census figures and 
the profits to be made by getting into 
the roll business. Information on 
what the A.I.B. (American Institute 
of Baking) has been doing to pro- 
mote the sale of buns with editorial 
material, recipes and publicity. It 
also gave a step-by-step plan of how 
AMF was to push the trend with 4 
color advertisement, direct mailing 
and publicity. It served a dual pur- 
pose :— 
1. We used it to acquaint our entire sales 

force with the program. 

2. We sent it to leaders in the Bakers’ Allied 
Trades. They are manufacturers of other 
products sold to bakers. 

I will tell you more about this 
part of the program a little later. 

Next, we needed something to at- 
tract our customers’ attention. We 
chose a “gimmick” to stimulate the 
bakers’ interest in the campaign. The 
gimmick was a Hamburger Bun, made 
of castile soap, which we imported 
from Austria. 

One of these “buns” was mailed to 
every wholesale baker in the country. 
We did not cover up a bit. We told 
them in a letter enclosed in the box, 
that it was a gimmick to “lather-up” 
interest in the profitable growth of 
the roll and bun business, and that 
they would find further details in 
the “Bandwagon” announcements to 
appear in BAKERS WEEKLY Janu- 
ary 28th and BAKING INDUSTRY 


February 9th. 
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Before the announcement appeared, 
we mailed a pre-print of it, with a 
presentation booklet and the “Ham- 
burger Roll” to all of the companies 
in the Allied Trades. We told them 
this announcement was the first of a 
series that would appear during the 
next six months, and each announce- 
ment would be aimed at getting more 
bakers into the roll and bun business. 
They would be supplemented by a 
follow-through direct mail campaign. 
We felt that the bakers’ attention 
would be focused on two words: 
“Rolls” and “Buns”. The focus could 
be made sharper, and the Allied 
Trades could share in the benefits of 
the campaign, if they geared their 
advertising and sales promotion 
efforts to the roll and bun business. 
We asked them to climb aboard this 
“Bandwagon” with us. 


“The Bandwagon Announcement” 


The cover for our 4 page Band- 
wagon ad insert led the reader into 
the theme for the ads that were to 
follow this program. A stylized ren- 
dering of bakers on a huge band- 
wagon with the headline “Climb 
Aboard” and sub-headline “this High- 
Profit Bandwagon . . . Ride the Big 
Boom in Buns and Rolls” created the 
interest of what was to follow in the 
remaining pages. For the second page 
we reproduced editorial material on 
what the A.I.B. (American Institute 
of Baking) was doing to promote 


rolls and buns to the American pub- 
lic. The third page showed one of the 
A.L.B. full color photographs of buns 
on an outdoor grill that was making 
Americans more bun conscious, with 


the headline “Bake Yourself A Bonus 


with Buns.” We told the Bakers how 
they could cash in on this trend in 
outdoor living by climbing aboard 
the AMF Bandwagon. For the last 
page we illustrated the AMF Roll 
equipment that could help bakers pro- 
duce more rolls and buns to reap in 
the profits of this huge Bun Bonanza. 

The response from the companies 
who received our Bandwagon an- 
nouncement was enthusiastic. 

The February 11th issue of BAK- 
ERS WEEKLY carried an editorial: 
“There’s no business like the Roll 
Business.” In this first of a series, 
Peter Pirrie, their Engineering Edi- 
tor, had a five page article on “The 
Economies of the Production and Sale 
of Rolls.” In this article, Mr. Pirrie 
gave strong supporting data that 
showed the average profit before taxes 
on white bread per pound was *4 of 
a cent. In comparison with this fig- 
ure, the average of the seven sets of 
roll costs he had studied, was 3.29 
cents per pound, which was a ratio of 
5.2 to 1. 

Harold Snyder, of BAKING IN. 
DUSTRY, prepared an article that 
appeared in BAKING INDUSTRY 
on February 23rd showing the effect 
the increased profits on Rolls had on 
the “break-even point” of the baking 
business as a whole. He proved con- 
clusively to the baker that the 
“break-even point” was considerably 
reduced,and profits increased propor- 
tionately. 

Hammering home our ‘‘Band- 
wagon” theme, our next announce- 
ment was: “Double Your Profits per 
Pound of Baked Weight.” We showed 
the profits to be made in the bun 
business and told the bakers how it 
can be done. By giving the bakers 
five simple facts on how they could 
cash in: 

To plan for profit 

To mechanize for mass production 

To package simply 

To use quality formula 

To promote a year round program tieing 
in with seasonal and holiday trends. 


Mailings Added Emphasis 


Our third “Bandwagon” announce- 
ment was: “Bake Yourself A Bonus 
with Buns.” We re-emphasized the 
profits to be made in buns again by 
using our bandwagon theme and art 
with the AMF plan for profit. Be- 
cause we generated so much interest, 
our customers began to wonder if we 
could make reasonable deliveries, so 
our next “Bandwagon” announcement 
called their attention to the fact that 
we now had two AMF-Union plants, 
turning out Roll Centers to meet the 


increased demand, which we illus- 
trated in a two page advertisement. 

The editorial interest created by 
our “Bandwagon” program was 
further represented to our customers 
through an ad, which appeared in 
both publications. The headline for 
this ad read “the Big Boom in Buns” 
and we illustrated in an editorial type 
format both articles reprinted by 
Pete Pirrie of BAKERS WEEKLY 
and Harold Snyder of BAKING IN- 
DUSTRY. 

At this point we put added empha- 
sis on the equipment we had to offer. 
Direct advertising by mail was also 
used to supplement the publication 
advertising. These mailings consisted 
of: 

1. Reprints of announcements 

2. A special on the INVESTOR'S READER 
article 

3. Reply Cards (using the Bandwagon theme) 

4. A folder of editorial reprints on Rolls and 

Buns 

Later, we took our original “Band- 
wagon” announcement and made a 
very slight change, by inserting the 
words “Have You Climbed Aboard?” 

This saved us considerable money 
without going into the expenses of 
producing another ad and at the same 
time getting more attention value to 
our Bandwagon ad. 

During this period, we went into 
the field to interview and photograph 
successful roll and bun operations. 
At Fuch’s Baking Company, in South 
Miami, Florida, we found that the 
AMF Roll Center, a small fraction of 
more than a million dollar plant mod- 
ernization program, returns better 
than 18% of the total bakery volume. 
We published a two page advertise- 
ment telling this success story. Other 
similiar case histories followed, and 
will continue. 

We usually set up our Sales Fore- 
cast for the next year, late in Octo- 
ber or early in November. After this 
“Bandwagon” plan was conceived 
early in December, we were so con- 
fident of its success, we revised our 
Sales Forecast upward by 15%. The 
figures for the first four months, end- 
ing in April 1957, show that we are 
22% above the increased sales fore- 
cast— or 37% above the original 
forecast. 

We will have a repeat performance, 
with some variations, for 1958, and 
we are hopeful that it will develop ad- 
ditional business for us. If someone 
were to ask me, though, how much 
increase I might expect, | would say, 
“I don’t know.” — But I do know — 
That if you sell your prospect into a 
profitable business, your product sales 
will ride their coat-tails. @ 
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Towmofor's dual-approach 
industrial campaign scores 


over $2,000,000 in sales.... 


. .. with a full 58 per cent of the volume 
traced to direct mail inquiries 


Mr. Alfred H. Roth, Sales Promotion and Adver- 
tising Manager of the Towmotor Corp., shown re- 
ceiving Highest Honor Award in the NIAA’s 1957 


Best 


Seller 


Award Competition. The trophy, an 


original bronze statue, created by sculptor Rene 
Shapshak, was presented to Mr. Roth by Mr. Ral- 
ston B. Reid, Chairman of the Board of NIAA. 


Shown 


left to right are: 


W. Kohler, vice 


president of Swink Advertising, agency for Tow- 
motor Corp.; Ralston B. Reid; Alfred H. Roth and 
Rene Shapshak. 


OWMOTOR CORPORATION at 1226 

East 152nd Street, Cleveland, 
Ohio, manufactures fork lift trucks 
for motorized materials handling. 
While they have no striking price ad- 
vantage over competition, they do 
concentrate their production on one 
single specialty — gas driven units. 

But their disadvantage was the fact 
that the name “Towmotor” had be- 
come known as a generic term for all 
makes of fork lift trucks . . . requiring 
extra promotional effort to show 
“there is only one fork lift truck 
called “Towmotor.” 

To determine current attitudes of 
prospective buyers, and their accept- 
ance of fork lift trucks, Towmotor 
sales representatives surveyed condi- 
tions existing in their territories . . . 
and additional mail surveys were con- 
ducted to supplement the salemen’s 
data. 

Towmotor found that management 
in larger companies was generally 
well acquainted with the benefits of 
fork lift trucks, and appreciated the 
greater efficiency and economy ob- 
tained from their use. But operators 
in smaller companies, those employ- 
ing anywhere from 20 to 100, mostly 
believed they were not “big enough” 
to use the trucks in their materials 
handling operation. They thought 
they were “not ready” for a fork lift 
truck investment of $3,000 or more. 

From these facts, Towmotor and 


its agency, Howard Swink Advertis- 
ing, 372 East Center Street, Marion, 
Ohio, developed a dual-approach cam- 
paign which would (1) direct extra 
emphasis toward smaller plants, and 
(2) at the same time, give big indus- 
try its normal share of attention. 
From several sales meetings and 
“brainstorming” sessions with the 
salesmen, Towmotor and Swink pin- 
pointed the following campaign ob- 
jectives: 

1. To build additional recognition for the 
Towmotor name . . . stressing that Tow- 
motor Fork Lift Trucks are made only 
by Towmotor Corporation. 

2. To further establish Towmotor’s leader- 
ship» in industry by “impression” ads 
aimed at reaching top industry manage- 
ment. 

3. To encourage operating officials of 
smaller companies to consider their hand- 
ling needs and answer for them- 
selves these questions: 

Am +I ready for a Towmotor? 

Can I afford a Towmotor? 

Are we big enough for a Towmotor? 

4. To obtain high quality inquiries from 
all publications through specific offers to 
send Towmotor “Job Studies” applying to 
the reader’s specific industry. 

To achieve these objectives, Tow- 
motor and their agency coordinated 
all promotional efforts with a double 
barreled space and direct mail pro- 
gram .. . designed to get bona fide 
sales leads. 

Using the theme “Big T”, a series 
of impression ads were inserted in 
management publications such as 
Business Week, Fortune, Newsweek, 


etc. And a series of “You are ready” 
ads were aimed at specific markets in 
publications such as Factory Manage- 
ment & Maintenance, Flow, Mill & 
Factory, etc... . as well as a number 
of vertical trade magazines. Each of 
these ads offered a “Job Study” ap- 
plying to each specific industry. 

While the overall campaign was 
backed up by trade shows and exhib- 
its, local distributor newspaper and 
phone directory advertising, the 
strongest wing of Towmotor’s effort 
was their concentrated direct mail 
program. 

One of the main factors which 
made all the direct mail pieces shown 
here work so well was Towmotor’s 
ability to get their distributor sales 
force behind the program. Towmotor 
accomplished keen distributor cooper- 
ation by: 

1. Sending them a regular, periodic News- 
letter which kept distributors informed on 
the latest Towmotor developments, market 
information, product features, ete. 

2. Mailing reprints of all Towmotor ads 
so distributers could tie in their own 
sales efforts with current themes. 
3. Sending them all direct mail 
in advance so distributors could integrate 
their selling efforts along the same lines. 
4. Keeping them informed on all adver- 
tising plans through annual and special 
sales meetings. 

Another important factor in the 
campaign’s success was that all in- 
quiries received by Towmotor’s Ad- 
vertising Department were registered, 
collated, tabulated and sent in dup- 
licate to Towmotor representatives 

. . within 24 hours after they were 
received. All inquiries were care- 
fully screened and salesmen 
not reporting on them were followed 
up by the Advertising Department. 

It was such attention to detail 
that helped produce the successful 
results detailed on these pages . . . 
and won Towmotor the Best Selling 
Award. 

Because all advertising was care- 
fully keyed, it was possible for Tow- 
motor to keep an accurate check on 
inquiry sources and final sales re- 
sults. The total program produced 
$2,145,614 in sales . . . directly trace- 
able to inquiries. 58% of this total 
volume was traced to direct mail in- 
quiries, 38% was obtained from space 
advertising, and 4% came from trade 
shows and expositions. 

In the final analysis, Towmotor’s 
1956 sales showed a 22.2% increase 
over 1955, while the industry as a 
whole (as reported by the Industrial 
Truck Association had an increase 
of only 16.6%. Vivid testimony for 
what was truly “the most out- 
standing industrial advertising cam- 
paign of the year.” 
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Results of a survey among readers of General Practice, 
The Medical Journal Of The West Coast 


By Harry Soforenko, M.D. 
Editor and Publisher 
General Practice Magazine, Los Angeles, Calif. 


JULY, 1957 


A MOTIVATION STUDY OF DOCTOR'S MAIL 


Part of a Report from April 1957 Motivations 
Published by Ernest Dichter, Ph.D., Motivational 
Publications, Inc., Ossining, N. Y. 


Reporter's Note: This is an unusual report. For a couple of 
reasons. First, there is increasing evidence that the volume of 
much needed research in many fields is getting beyond the 
average person’s time to absorb. The volume of reports, new 
products, new ideas is causing communications problems . . . 
particularly in the pharmaceutical field with doctors. We hear 
there’s too much to read . . . too many journals, too much 
in each, too much mail, too little time for proper attention. 
In this respect, the findings of Dr. Harry Soforenko, coupled 
with those of Dr. Ernest Dichter, are interesting. More im- 
portant, they offer some avenues to explore in the area of 
direct mail. 

Secondly, we'd like to sound a warning to all those who 
“toy” with research. With time ot a premium, it’s more 
important than ever, to make every effort count, to make 
every effort right. So we take exception to the General 
Practice survey. Its five questions leaned toward bringing 
back negative reactions (bias). More middle of the roadish 
questioning might have brought out more important pluses to 
what doctors like and don’t like. Such questions as: Do you 
read them (direct mail), throw them away or what? . 
What value do you place on them? . . . Is direct mail waste? 
. .. Could the money spent be put to better use? . . . Seems to 
us unnecessarily slanted. Despite, this, Dr. Soforenko and 
Dr. Dichter’s high-lighted reports provide food for thought . . . 


Results of a survey by 
General Practice magazine 


by Harry Soforenko, M.D. 


r THIS REPORT was simply limited 
to the well known fact that doc- 
tors receive a prodigious quantity of 
mail, or that so much is read — so 
much thrown away, etc., it would be 
worthless. 

The problem not only has its roots 
buried in the general advance of 
medicine, but has a direct relation- 
ship to the present pace of research, 
physician attitudes and the import- 
ance of direct mail as a method of 
communication. 

One single factor that seeps out of 
physician comment is the apparently 
growing resentment towards the phar- 
maceutical industry in its use of the 
mails. This is important since it 
might in time, seriously hamper the 
effectiveness of direct mail which is 
an extremely important and useful 
method of communication. Since 
more new drugs than ever before seem 
to be reaching the market and since 
direct mail will be inclined to keep 
in step, we feel that it is timely to 
reach some understanding by both 
the doctors and the industry. 


The Industry's Side 
Once a pharmaceutical house has 
spent its million on research, clinical 
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studies and the like, it is anxious to 
spread the news of its discovery, not 
only because it will benefit mankind, 
but as a free enterprise, in the Amer- 
ican way, they hope to make a fair 
profit for their investment and efforts. 

Since it is imperative to reach the 
doctor, the question is how. The three 
basic methods are: 1) Journal and 
institutional advertising 2) Direct 
mail 3) Direct contact and detailing. 

Besides the journals, detailing is 
finding increasing favor because it 
answers the need created by the 
plethora of drugs; too, the doctors 
are realizing that the detailers are, by 
and large, sincere, well trained indi- 
viduals who will be most helpful if 
given the opportunity. 

Detailing each doctor on a concen- 
trated basis is a relatively impossible 
task and that is why direct mail is so 
important for the quick dissemination 
of information. 

As the morning mail stares at him, 


he wonders, as he did the day be- 
fore, if he should ignore it all or look 
for something of value. If he’s aver- 
age, he goes through it hurriedly, 
setting a few pieces aside that he will 
look over later. Some resent the mail 
they receive. Some see the cost of the 
mail reflected in the cost of drugs 
and resent it because their patients 
hold them responsible for the cost of 
drugs. Some are irritated because as 
taxpayers they have heard that the 
class of mail involved represents a 
loss to the government. 


A psychiatrist might look at others 
and call the antaganism a reaction of 
the subconscious plagued with the 
idea that the pharmaceutical indus- 
try is trying to force feed information 
which he feels he should receive 
from a professional channel, and that 
they are telling him how to treat his 
patients. Whatever the reason, the 
attitudes are present and prominent. 
Too many doctors are to the point 


where the “load” of “keeping up” is 
too much for them, which is ex- 
tremely unhealthy. It becomes ex- 
tremely difficult to evaluate what is 
available to him. 

The survey would seem to indicate 
that the average doctor wants the in- 
formation on the drugs that are 
available to him because he is defi- 
nitely interested in the welfare of 
his patients. He cries, however, for 
help to make it easier for him as to 
the amount, brevity and conciseness 
of his mail. 

Two Sides to Every Problem 

To find the middle of the road, 
each side should respect the other. 
The pharmaceutical industry should 
strive to ease the burden on the part 
of the doctors by making it easy for 
him whenever and wherever possible. 
The doctors should realize the educa- 
tional value that is embedded in this 
material and recognize that it is based 
primarily on the pharmacological, 


A MOTIVATION STUDY OF DOCTORS MAIL 


Part of a report from April, 1957 Motivations, published by 


Ernest Dichter, Ph.D., Motivational Publications, Inc., Ossining, N. Y. 


j advantage? Are several enclosures better than a single one? 
Every day answers to these and dozens of similar questions are sought through 
trial and error: complicated and often inconclusive test mailings. 
The real problem, however, is that of correctly anticipating the inner needs and 
desires as well as the suspicions and inhibitions of the recipient of direct mail. 


Based on case histories, here are the findings of motivational research concerning 
the most effective ways of establishing rapport with the recipient and positively influenc- 


Tr A LARGE SCALE sTupDY of how 
pharmaceutical ads and direct 
mail for physicians may be made 
more effective, we found that an over- 
whelming proportion of the doctors 
tend to make short shrift of direct 
mail advertising. 

Ninety-six percent of our sample 
of 206 read direct mail in the office, 
73% of them “while they were un- 
der pressure.” 

Our study revealed that this off- 
hand reception of direct mail by the 
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ing his buying decisions with direct mail. 


physician is rooted not in rational 
scientific reasons but in an emo- 
tional attitude of discontent. 

Specifically, the producers of the 
discarded direct mail completely 
failed to understand that the M.D. is 
in conflict with today’s society on 
several scores. 


The M.D.’s World 
The doctor wants to feel that he 
is both a rational scientist and an 
idealist. He considers himself a ded- 
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Should a letter be short or long? Should color or black and white be used? 
Should the approach be formal, informal, gimmicky? When are enclosures an 


icated healer who has worked very 
hard to achieve his competence. He 
knows he is an individualist. And 
he sincerely believes he is a pillar of 
society who defends proven values 
while backing progress if it is proven 
that the step ahead is sound. 

The doctor’s actions and thoughts 
are based on these premises. But his 
every-day experience shows him that 
society does not always share this 
view; that, in fact, it often tries to 


push him off the pedestal. 
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toxicological and clinical acumen of 
our scientists and technicians. In this 
respect it should be pointed out that 
Medical Directors and other doctors 
that represent the industry in some 
way are men of the highest caliber 
and integrity. We are close enough 
to the picture to state emphatically 
that these doctors and the companies 
they represent would not knowingly 
misrepresent a product or lead you 
to false conclusions. 


Specific Suggestions 


Repetition of remarks in the survey 
prompts us to list the following sug- 
gestions as physician recommenda- 
tions: 

1. The survey shows a marked desire 
for 3” x 5” cards containing con- 
densed drug information that can be 
used in a desk file for easy. ready 
reference. A lesser number of re- 


quests pointed out the advantage of 


having basic product information in 
a letter size file folder with addendum 
material of the same size in loose leaf 
style. 

2. In regard to samples the survey 
shows that they should not be sent 
unless requested and then they should 
be of clinical size. Even a portion of 
the present method of sampling (that 
of sending out 2 or 3 pills in a pack- 
age) may be just waste since the 
amount is not enough for the inter- 
ested physician to use in reaching his 
own conclusions and the disinterested 
will throw them away regardless. 

3. The list of trade named products 
of the same drug has grown to such 
an extent that it has confused the 
doctor. This in turn partially defeats 
the purpose of the industry. The sur- 
vey shows sufficient interest in this 
facet for some investigation. 

4. The survey shows a desire for 
medical illustrations in book or folder 
form since many physicians say that 


they would use these to explain con- 
ditions to patients. They would also 
be more apt to want them for their 
library as reference material. The 
illustrations referred to are those used 
in the direct mail material. Some 
have wondered why these fine illus- 
trations never reach the journals and 
textbooks. The answer is that with 
few exceptions these mediums cannot 
stand the cost of full color printing. 


Conclusion 


As one doctor wrote, “I wish you 
luck, but doubt that you can do anvy- 
thing about it.” This report has value 
mainly in that it might stimulate the 
industry and the doctors to further 
thinking on the problem. Although 
the doctors themselves have offered 
some solutions. the answer is not only 
in terms of specifics but recognition 
of the basic problem and some insight 
into its various tangents. @ 


He particularly resents the pre- 
tentions of the lay public to be “well 
informed” about modern medicine 
through popular articles and books. 

He is offended by the attitude that 
the so called wonder drugs cure 
miraculously. 

He is also suspicious of the com- 
mercialism in the drug field and he 
is scornful of inexact statements and 
exaggerated advertising claims. 

Thus, the main elements of the 
doctor’s conflict shape up. And we 
find that the effects of this conflict 
manifest themselves in even the 
smallest details which are connected 
with his professional life, including 
his reactions to the medical ads and 
the direct mail he sees. 


M.D.’s Objections to D.M. 


The physician feels, in fact, that in 
his great professional conflict most 
direct mail he receives is not on his 
side. Thus, inevitably direct mail will 
remain ineffective as long as it only 
considers the prescription and not 
the prescriber. 

How then should direct mail to 
doctors be devised? As practical ex- 
amples, here are just a few of the 
operative recommendations that were 
submitted to the Pharmaceutical Ad- 
vertising club: 

1. Strong in his belief that he is a 
fully rational being, the M.D. resents 
obvious emotional appeals. 

On the other hand, our depth inter- 
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views and ad-tests proved that cold 
black and white presentation of ob- 
jective facts is mostly ignored. 

Highly technical copy featuring 
complicated charts and chemical 
formulae also tends to be rejected 
for the simple reason that the average 
doctor is hard put to understand it 
and is unpleasantly reminded of his 
lack of knowledge in this area. 

In these circumstances the psy- 
chologically correct approach is to 
develop emotional and sensory ap- 
peals within a framework of ration- 
ality and provide maximum visual 
dramatization to reinforce verbal 
statements. 

But all this should be done in a 
form which seems only to be offering 
helpful information to assist the doc- 
tor in making up his mind. 

2. To allay the doctor's fears con- 
cerning “sheer commercialism,” di- 
rect mail must provide symbols of 
conspicuous honesty. A modest tone, 
stressing claims of progress rather 
than perfection, and stating side ef- 
fects is the approach which seems 
best calculated to create an aura of 
believability for physicians. 

3. To pacify the doctor’s resentment 
over attempts to relegate him to the 
role of pill dispenser, direct mail 
should build up and reinforce the 
physician’s prescriptive and healer 
role. 

4. To reassure the doctor that he is 
an individual in his own right and 


not an experimental station for a 
pharmaceutical manufacturer, direct 
mail should justify a new product by 
featuring the need or the problem of 
doctors like the recipient which have 
led to researching and developing the 
product. 
* 

This handful out of 40 detailed 
recommendations are summed up 
here to demonstrate how determina- 
tion of the psychological world with- 
in which the recipient moves create 
guideposts to the form and content 
of direct mail that will pull. 


General Validity 


Such findings, of course, apply not 
only to doctors, but all other groups 
which have a common denominator. 

Insight into the emotional needs 
and problems of these groups will not 
only command the creation of differ- 
ent and individual general appeals, 
but will show the necessity to use 
different sets of adjectives, styles, 
visual presentations. 

As a practical proof of the cor- 
rectness of this approach we may 
mention the case of the Consolidated 
Midland Corporation, manufacturers 
of propriety drugs. 

A campaign based on the findings 
and recommendations of the study 
quoted above and conducted by The 


Graphic Point advertising agency, 
increased sales by 40% in _ nine 
months. @ 
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“THE AREA 


IN BETWEEN....” 


by Ferd Nauheim 
Partner 


Kalb, Voorhis & Co., Washington, D. C. 


All too often, there’s a “Blind Spot” between adver- 
tising and the point when a sale should be made. 


T IS A COMMON PRACTICE for small 
business to look at big business 

with awe and respect . and to 
imitate. It is common practice to 
regard the functions of big business 
as the ideal, the acme, the soundest, 
smartest thing to do. In some re- 
spects the admiration and emulation 
are well founded. In others it is 
totally lacking in justification. 

During the past few years, | have 
seen an overabundance of evidence 
that there exists a blind spot ...a 
blind spot of staggering proportions 
in the conduct of big business and of 
small and medium sized business as 
well. It is a blind spot that carries 
with it a fabulously huge price tag: 

The blind spot exists in that area 
“in-between” the fine and compelling 
advertising and direct selling calcu- 
lated to woo and win new customers 

.. and the point when a sale should 
be made. 

I have seen countless individual 
“blind spot” cases . . . ranging from 
companies selling low-cost mail order 
items, to firms selling long-range 
security or insurance plans. But to 
give you a general example, let’s look 
at one personal experience which re- 
flects the broad picture: 

I recently finished writing a book 
for Prentice-Hall. The name of it is 
Business Letters That Turn Inquiries 
To Sales. As the name implies the 
book concerns itself with replies to 
inquiries. So I wanted to put into my 
book many samples of excellent let- 
ters business and industry, in this 
great promotional country of ours, 
actually use today. But how to find 
them? 


The first thing I did was to write 
a letter to 250 of the biggest name 
companies in America. These letters 


were addressed to their public rela- 
tions directors. I told them of my 
contract with Prentice-Hall. I de- 
scribed the purposes of the book .. . 
showed them the free national pub- 
licity they would enjoy if one or 
more of their letters appeared in the 
book. 

This was one mailing of mine that 
brought nearly 100% return. Nearly 
every one of them answered. And 
this is what the majority of them 
said; this is an actual letter from the 
public relations director of a huge 
corporation, and it is typical of most 
of the replies I received: 

Dear Mr. Nauheim, 

Thank you for your letter inviting us to 
submit, for possible inclusion in your forth- 
coming book, some of our letters. We ap- 
preciate the opportunity its represents. 
When your request arrived I made a careful 
search of our files in various departments 
but I'm afraid that I have been unable to 
find any letters of sufficient merit to justify 
my submitting them. 

Good luck with your book and please let 
us know when it is available. 

Sincerely, 

Out of 250, about 30 firms found 
letters they were willing to submit. 
| found only three I was willing to 
use. 

When that method of finding good 
letters failed I put my children to 
work. For months I brought home 
armloads of popular national maga- 
zines. | gave my kids boxes of 
government postcards. They went 
through the magazines and clipped 
every ad that offered free literature, 
folders, maps, samples or what-have- 
you. In many cases we sent dimes 
and quarters for literature offers. 
Where there were coupons, we used 
them. All the cards were addressed 
on a typewriter and all the requests 


were typewritten. This was done to 
preclude their being judged to be 
curiosity requests from children. 

We mailed 1200 requests. The 
1200 ads represented must have cost 
from $200 to $50,000 each. A rough 
approximation is between 10 and 20 
million dollars. A gargantuan fortune 
spent by 1200 national advertisers to 
lure, and then to woo, and finally to 
sell the people who read their ads. 

Our 1200 replies to the ads were 
mailed just a little more than a year 
ago. To this date only 424 of them 
have responded. 

Two-thirds of those big name, 
medium-size name and little name 
companies who spent their own and 
their stockholders tight money to pull 
inquiries just dropped the inquiries 
into the nearest waste basket when 
they arrived! Some of the others 
should have. 

Out of 424 who did respond, some 
took as much as three months to get 
around to putting something in the 
mail. 

Seven of them sent follow-up letters. 
Seven out of 424. Three of them are 
still sending follow-up letters. 

Out of the 424 who responded, we 
found only 21 letters we wanted to 
quote in the book. The rest failed to 
make the grade. 

By this time I hope I have suc- 
ceeded in portraying what I refer to 
as “the area in-between” what 
I have called the great blind spot of 
American business and industry. And 
the natural question at this point. 
is . . . “What can be done about 
this costly blindness?” 

There’s a great deal that can be 
done . . . that should be done . . . that 
must be done. Here are three of the 
most important: 
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Here are three of the most important 
steps to prevent the “blind-spot” 


Yes, stop advertising until you 
know you are thoroughly prepared 
to create an area-in-between, calcu- 
lated to handle the inquiries you get 
in a manner that will win sales, 
profits and good-will for your com- 
pany. Stop advertising if the han- 


dling of your inquires is creating 
disappointment, disgust, ill-will and 
lost sales. 

Advertising managers, vice - presi- 
dents in charge of advertising and 
advertising agencies are doing only 
half a job when they think, plan. 
create, merchandise and put into 
effect the words and the pictures that 
tell their story to the public. They 
are doing only half a job if they fail 
to impress each staff member han- 
dling inquiries with the importance 
of their task. They are doing only 
half a job if they fail to bring to- 


gether the sales, reception and tele- 
phone personnel of retail establish- 
ments inviting them into the act. 

These people should be called in 
when the advertising is in the rough 
stage. Let them see what is being 
planned. Invite their ideas, sugges- 
tions yes, and their criticisms. 
Give them the knowledge that they 
are more than inflexible cogs in a 
machine .. . that this is something 
that embraces them . . . that without 
them, their interest, cooperation and 
enthusiasm the best of advertising 
will fail. 


— ranks in importance with 


what you say when handling inquiries 
that come to you through the mail. 
There isn’t an advertising man worthy 
of the term who doesn’t appreciate 
how immensely lazy most people are. 
They are entitled to be lazy when it 
comes to taking the action you invite 
them to take in your advertising. 
The task of tearing out a coupon, 


finding a pen, writing names and ad- 
dresses, locating an envelope and a 
stamp, searching the ad for the proper 
name and address, taking the en- 
velope to the mail box . . . all of this 
is work and lots of it. When some- 
body reads what you have said and 
finds sufficient motivation to go 
through that painful process, he 
wants what he asked for . what 
you invited him to ask for. He 
doesn’t want it four or six weeks 
from now . .. he wants it in the next 
three or four days. 

If you dilly-dally and stall, you 
create an enemy. Your indolence 
says, “You're not very important. 
We'll get around to you in our own 
good time.” By the time your long- 


delayed reply arrives, your prospect 
is not only resentful, but has lost all 
of the fire that inspired his response 
in the beginning. If you take long 
enough he may even forget he ever 
asked for the information, and will 
give it little or no attention. 

But if you rush the reply to him, 
you are doing several things that are 
fine for you. You are putting the 
information he requested in his hands 
while his interest is still at its peak 
or close to its peak. You are flatter- 
ing him by the speed of your reply, 
for you are demonstrating your ap- 
preciation of him as a person deserv- 
ing prompt and full attention. You 
are dramatizing the fact that your 
company gives good service. 


Go back to those 30 firms out of 
250 who had letters “of sufficient 
merit” for my text on excellent let- 
ters .. . or to those 424 out of 1200 
who sent “replies” in answer to their 
advertising. 
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Who answers your inquiries 
who writes your company letters? 
Ask yourself whether or not your 
inquiries are being answered ade- 
quately and rapidly and if all 
your company correspondence is cre- 
ating a friendly, helpful relationship 
between you and your prospects. 
Your answers should speak for them- 
selves. 

Personally, | am consumed with 
all the things I have spoken of here. 
To me, this great blind spot is a 
sore spot on the sincere efforts of all 


who dedicate themselves to raising 
the level of advertising and selling. 
It is a cancer in the movement to win 
and to merit public confidence in the 
printed word. 

Let’s cast a brilliant light on the 
shadowy plains of “the area-in-be- 
tween.” Let each of us accept our 
full responsibility for the full task 
when we advertise. Let’s examine, 
now, our own failures in “the area 
in-between.” Let’s convert them to 
positive qualities that will add value 
and prestige to our daily efforts.@ 
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HOW 
TO 
REACH 


YOUR NEW MAIL ORDER MARKETS 


Last month, you read the first part 
of Red's report on how Newsweek 
is exploring every avenue of list mar- 
keting. He presented the 12 ways to 
go after your new mail order market 

. a checklist of the things to think 
about in exploring new fields to 
conquer. He presented six areas by 
age-group that deserve exploring. 
And he talked about analyzing mar- 
kets by SIC (Standard Industrial 
Classification} Number. Go back 
over his article (June 1957, Page 
20-22). 

Then continue here with: How 
Newsweek uses market research meth- 
ods to develop selected markets in 
metropolitan areas. This is a system 
often referred to as stratification in 
which factors such as income, educa- 
tion, occupation, home ownership 
etc. are studied and matched to 
similar characteristics of your own 
customers and prospect. We'll let 
Red take over here . . . 

Let’s look at Des Moines as an 
example 

Des Moines, like any other large 
city (population 190,000) has a 
heterogeneous population. There are 
high income and low income families: 
there are well educated and poorly 


educated people; there are people 
with high occupational status and low 
status. But, the Census Bureau in 
consultation with local business men 
and authorities, have tracted Des 
Moines into 44 relatively homogene- 
ous neighborhoods. 

Data on the basic social and eco- 
nomic characteristics have been com- 
piled for these tracts. With this we 
can determine the socio - economic 
character of every neighborhood. For 
example, here is a map of these 
tracted areas. The tract normally 
represents approximately 1,500 to 
3,500 families. 

Chart I] shows the income dis- 
tribution in Des Moines. The income 
distribution was divided so that there 
are four groups of tracts with essen- 
tially equal numbers of families. 
White — top income, dots — second, 
stripes — third, solid — last. As you 
can see, the highest income families 
are located in the northwestern and 
western parts of town. The lowest 
income families radiate from the cen- 
ter of town to the southeast. 

Chart III presents the average 
number of years of schooling com- 
pleted by people in the tract. Again 
education was divided into four equal 
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groups. 

As in income, the northwestern sec- 
tion of town has the concentration of 
better educated people while the east- 
ern section has the lowest educational 
group. 

There is much overlap between in- 
come and education, as the statisti- 
cians say there is a correlation of 
0.653 between these two indexes. (A 
perfect relationship would be 1.000). 

Chart IV presents the percent of 
employed males in professional and 
managerial positions, which for our 
magazine is a pertinent characteristic. 

This occupational data shows the 
same northwestern section as the most 
selective. A large percentage of the 
employed males from these tracts 
are in managerial or professional 
positions. Based upon Newsweek’s 
Audience Study and using the in- 
formation shown on these maps, we 
would mail into the top areas. We 
have done so successfully. There are 
additional characteristics related to 
your mail market problems that can 
be studied from census data. For ex- 
ample, owner occupancy, average 


rental, average value of property, 
race, age .marital status. 
Such a wealth of information, when 
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Study carefully these maps of Des 
Moines, lowa. The color overlays 
on each map show different facts 
of life about the people who live 
there. 


Chart II (top) shows income dis- 
tribution for the area. 


Chart Ill (Center) presents 
average number of years 
of schooling 


Chart IV (bottom) gives percent 
of employed males. 


correlated with information about 
your own customers or subscribers, 
is the very essence of research which 
helps you with a selective list de- 
velopment program. 


(Ed. Note: We're repeating Red's closing 
remarks from last month to put an impor- 
tant point across.) 


You can use any of the suggested 
ways of getting at your market in 
combination or by itself. There are 
many more ways you may want to 
develop for your own use. Again 
keep in mind that your product de- 
termines your selection of market. 
For example, Reader's Digest does 
saturation mailings across the coun- 
try while Great Books had as its first 
goal the sale of 1,000 sets of books 
at $298. each. 

Start with your product, analyze 
your market, select from what is 
available to meet your requirements. 
Eliminate the marginal markets. Try 
to concentrate on the markets with 
the best potential. Remember to de- 
fine, refine and select. 

With information, with experience, 
with experimentation and imagina- 
tion you can find your new mail 
order markets. Mail order then can 
go anywhere you direct it. 

The people who make up our ex- 
panding market make mail order 
exciting and profitable. Only you 
can make it dull and unprofitable. 
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... with lightweight, eye-catching 


TROJAN ONION SKIN 


Here’s a tip for all users of direct mail! For colorful mailing pieces that save on postage, 
use envelope enclosures printed on Eagle-A Trojan Onion Skin. Because this fine 25% rag 
content paper is so lightweight, folders on Trojan Onion Skin travel practically postage-free 
as inserts in multiple mailings. Available in white and five colors, Trojan Onion Skin has lots 
of eye appeal for package inserts and large french-fold mailing pieces, too. 
And its strong durability is ideal for your invoices and office forms. 
Prints beautifully by letterpress or offset. Write for a sample portfolio. 
Other papers in the Eagle-A Trojan line: Trojan Bond, Trojan Record. 


EAGLE-A PAPERS 


AMERICAN WRITING PAPER CORPORATION ¢« HOLYOKE, MASSACHUSETTS 
Manufacturers of famous EAGLE-A COUPON BOND and other nationally-known Bonds 
Onion Skins « Manifolds « Ledgers « Bristols « Texts 
Covers « Boxed Typewriter Papers ¢ Technical, Industrial and Special Papers 
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UPGRADING 
LETTER COPY 


by Paul Bringe 
Milwaukee Dustless Brush Co. 


Any reader of this magazine can 
improve on the letter from Pap-R 
Products. It sets some sort of record 
—only two sentences do not begin 
with “we.” That’s not just the easiest 
thing to do. The W pattern for the be- 
ginning of each paragraph is in itself 
an accomplishment of some magni- 
tude. 

This manufacturer's problem is not 
unusual. He has specialized machin- 
ery that can be profitable for him if 
he keeps it operating at capacity. He 
seeks to do this by finding new uses. 
new markets for his products. But 
his only effort is to ask his prospects 
to think for him. This is research? 

Obviously the writer must suggest 
uses for his product. Most of the pos- 
sible applications will be for wrapping 
tubular or cylindrical products. How 
about wrappers for washers, casting 
rods, dowell sticks, brush handles, 
plastic rods, molding strips of metal 
or wood, calendars, blue prints, 
screening, umbrellas, curtain rods, 
and so on and on. You can add 
another twenty in a few minutes. 

Now we take one application, let’s 
say packaging metal moldings, make 
up appropriate samples and get a list 
of extruded molding manufacturers. 
We have the product application and 
we have the list — now we are ready 
to write a letter. 

And while we are busy trying to en- 
thuse the molding manufacturer we 
hope our research department will be 
out looking high and low for long 
narrow objects that need packaging. @ 
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My Mail Order Day 


By Jared Abbeon 


Great month last month Gross 
volume of business was up LOSS as 
compared to the same month last 
vear, Big rush and bustle all month 
long. Letters coming in, packages 
going out, Frantic phone calls to 
manutacturers crving for more mer- 
chandise 

The upshot of it all, Our net worth 
went DOWN $2,872.16 
Of course we will make it up 
through orders that will trickle in 
through the built up pressure of ad 
vertising paid for and considered ex 
pemded that will pull slowly over a 
mger period of time. Still it just 
what | alwavs 
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the straight scoop, the full story, to 
break down the figures into a digesti- 
ble form. Suppose you are handling 
fifty products, or five, or two, or two 
thousand. Are they all paving a profit 
or are some carrving the load and 
some dragging their feet. Your day 
to day sales won't tell the story bui 
a good accountant will, Take my own 
Once a week the 
accountant comes in and makes a 
full breakdown of the figures giving 
a rough working sheet as to how 
things are going. This has nothing 
to do with the daily figures as to how 


little operation. 


is 


nz is pulling bu 


strictiv a financial affair so that | 
can plot future mailing expenses 
against anticipated cash incoming 


trom accounts receivable 

This information doesn't come 
heap. However it is a vital need. 
Each month | get a four page break- 


down giving me the following in- 
format Page Ome— Balance sheet. 
Assets. Current. covering Cash in 
Bank. Petty Cash Hand. Accounts 
Receivable, & Merchandise Inven- 
tery, Them the Capital Assets. Furni- 
ure a Office Equipment. which 
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one of my friends said the other day 
after checking his statement, “I have 
just decided that the blond | thought 
1 loved was really just an infatua- 
tion.” Love might laugh at lock- 
smiths but it can’t fight a balance 
sheet. 

On page two of this monthly 
document I find my “INCOME 
PROFIT AND LOSS STATEMENT. 
This gives me my gross profit for the 
month and next to it the gross profit 
for the period. Then it lists SELLING 
AND SUNDRY EXPENSES for the 
month and it breaks the expenses 
down real fine, into some 20 cate- 
gories such as Advertising, Express 
and Parcel Post, Rent, Salaries, Tele- 
phone, Bad Debts, etc. Now take that 
item of bad debts. Last year for the 
entire year they amounted to $21.25. 
This year the amount to date is $7.63 
Part dumb luck because we will 
ship any firm on open account and 
although we specify “rated firms 
shipped open account™ as a matter 
of practical business procedure we 


only check one or two orders a month 


But we do take vigorous steps to col- 
ect overdue bills. Newer could see 
this attitude of “treat the 
politely. let's not hurt the poor souls 
feelings. they might get mad and not 
buy from us again. No Sir. if a 
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DIRECT MAIL ADVERTISING 
AND SALES IDEAS 


REPORTER REPRINTS 


HENRY HOKE LIBRARY 


Reprints of Fact-Filled and Idea-Stimulating 


articles from The Reporter of Direct 


Mail 


Advertising: 


49 WAYS DIRECT MAIL CAN BE PUT TO 
WORK IN YOUR BUSINESS: A check list. Find 
out how many of the 49 ways you can use in your 
business 10¢ 


PARTNERS IN PROFIT: An outline of Rust- 
Oleum’s (paint manufacturer) successful manu- 
facturer-distributor campaign 25¢ 


SALES MANAGER WITHOUT SALESMEN: 
Paul Bringe, sales manager, Dustless Brush Com- 
pany, Milwaukee tells how he replaced salesmen 
with direct mail advertising 25¢ 


HOW IMPORTANT IS GOOD LETTERHEAD 
DESIGN? Let Joseph Koelbel of R.O.H. Hill, Inc., 
New York tell you how to improve your letter- 

25 


HOW AN EXCLUSIVE RETAIL SHOP USES 
DIRECT MAIL SUCCESSFULLY: Gives a com- 
plete direct mail program used by Lynn’s Dis- 
tinctive Apparel Shop, Peoria, Illinois. Can be 
adapted to other retail stores y 


BENJAMIN MOORE MAILS CANNED TRICKS 
TO CAPTURE WEST COAST PAINT DEAL- 
ERS: A playful report on paint promotion .. 10¢ 


BRAINSTORMING IN CHICAGO: Tells how to 
sell management on direct mail. Gives 58 free- 
wheeling creative ideas 25¢ 


SOME PLAIN THINKING ABOUT DIRECT 
MAIL: Four formulas on how to make your direct 
mail better. An outline for thinking y 


ADVERTISING MANAGER submitted budget to 
new president who slashed direct mail from next 
year’s program. Problem: How to convince man- 
agement that direct mail must stay to achieve 
maxium promotional impact. Brainstorming pro- 
duced 58 excellent answers. 25 


NEWSLETTER SEEM TO BE TODAY’S magic 
format. Most successful one so far is Emery Air 
Freight’s. Tell-all case history gives methods, re- 
sults, copy cues 


CAN YOU MEASURE DIRECT MAIL beyond 
usual method of counting reply cards? Yes .. . 
thru readership studies. Leonard Raymond of 
Dickie-Raymond, Boston, reports of 5 studies giv- 
ing results and illustrated material 


THIRTEEN READY-MADE LETTERS FOR FI- 
NANCIAL SALES SUCCESS. Ferd Nauheim, 
Partner, Kalb, Voorhis Co., Washington, D.C. pre- 
sents 13 different letters for selling securities and 
explains how and why they should be used .. 50¢ 


FUND RAISER TELLS .. . how he keeps a 100% 
corrected mailing list. System can apply to any 
business and will keep you maintain contact with 
valued ex-customers 
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Can be purchased separately or in a complete 
package enclosed in an attractive green Case 
Binder for your desk or library shelf. 


DOGS THAT CLIMB TREES: A rsonal ad- 
venture story, telling how one man (Henry Hoke) 
undertook the job of learning through trial anJ 
error the fundamentals of direct mail pees 


HOW TO GET THE RIGHT START IN DIRECT 
ADVERTISING BY HARRIE BELL: This is the 
best textbook or outline available for training 
beginners in direct mail ABC’s $1.50 


HOW TO THINK ABOUT DIRECT MAIL: In five 
easy to read sections, it gives the basic essentials 
for the successful use of direct mail $1.00 


HOW TO THINK ABOUT LETTERS BY 
HOWARD DANA SHAW: A reprint of thirteen 
thought provoking articles by the Philadelphia 
letter writing expert $1.00 


HOW TO THINK ABOUT READERSHIP OF 
DIRECT MAIL: What is a normal result percent- 


age from direct mail? Ranges from zero a = 
i a: 


HOW DIRECT MAIL SOLVES MANAGEMENT 
PROBLEMS: Direct mail isn’t worth considering 
unless it actually solves for you a specific manage- 
ment, promotion, publicity or sales problem $1.00 


HOW TO THINK ABOUT SHOWMANSHIP IN 
DIRECT MAIL: This study has helped many 
people to do a better job with their direct mail, 
whether it be simple or elaborate $1.00 


HOW TO THINK ABOUT MAIL ORDER: This 
important study explains exactly what “mail 
order” is. It gives the opinions of a score of com- 
petent experts in the field... , attempting to 
define “the real secret of success” $1.00 


HOW TO THINK ABOUT PRODUCTION AND 
MAILING: Contains an outline for training pro- 
duction and mailing supervisors. A 16-page sup- 
plement included free on list building, buying, 
renting and maintenance $1.00 


HOW TO THINK ABOUT INDUSTRIAL DI- 
RECT MAIL: Months of surveying uncovered the 
theories, opinions and case histories of hundreds 
of practitioners in industrial advertisng . . .$3.00 


1 complete set of ten drect mail books packed in 
Library Case Binder at $12. 


Check the reprint(s) and/or book(s) you want. 
Return with remittance to: 

The Reporter of Direct Mail Advertising 
224-7th Street, Garden City, N. Y. 
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i My Mail Order Day I 


By Jared Abbeon 


Great month last month. Gross 
volume of business was up 193% as 
compared to the same month last 
year. Big rush and bustle all month 
long. Letters coming in, packages 
going out. Frantic phone calls to 
manufacturers crying for more mer- 
chandise. 

The upshot of it all. Our net worth 
went DOWN $2,372.16. 

Of course we will make it up 
through orders that will trickle in 
through the built up pressure of ad- 
vertising paid for and considered ex- 
pended that will pull slowly over a 
longer period of time. Still it just 
goes to prove what | always say 
“It isn’t what comes in that counts, 
and it isn’t what goes out that counts. 
The only thing that counts is the 
money left in the till when the inning 
and outing is over.” 

Which brings us up to the subject 
of this months column to wit, “How 
do you know if you are making a 
profit.” Remember the old story of 
the fellow who had a shoe store and 
there on the window he pasted a sign, 
“Shoes $9.95, They cost US $10.” 
So a little character walks into the 
shoe store and says, “Hey Mister, 
how can you stay in business if you 
lose S¢ on every pair of shoes?” 
“Aha,” says the proprietor “Look at 
the volume of business we do.” 

Lots of mail order houses are in 
this same boat. They don’t know if 
they are making or losing money. 
All they know is that they are doing 
a whale of a business. First they 
know the old sheriff is banging on 
the door. 

The way to know if your mail 
order business is going well is to pay 
close attention to business. As Lewis 
Carroll wrote in Alice’s Adventures 
in Wonderland, “If everybody minded 
their own business,” the Dutchess 
said in a hoarse growl, “the world 
would go round a great deal faster 
than it does.” Ya gotta watch the 
books, be a tapster in the sense of 
old Bill Shakespeare: “I am ill at 
reckoning; it fitteth the spirit of a 
tapster.” (Love's Labour’s Lost). 

Now as a smart tapster you will 
hire an expert at figures to give you 


the straight scoop, the full story, to 
break down the figures into a digesti- 
ble form. Suppose you are handling 
fifty products, or five, or two, or two 
thousand. Are they all paying a profit 
or are some carrying the load and 
some dragging their feet. Your day 
to day sales won't tell the story bui 
a good accountant will. Take my own 
little operation. Once a week the 
accountant comes in and makes a 
full breakdown of the figures giving 
a rough working sheet as to how 
things are going. This has nothing 
to do with the daily figures as to how 
each coded mailing is pulling but is 
strictly a financial affair so that | 
can plot future mailing expenses 
against anticipated cash incoming 
from accounts receivable. 

This information doesn’t come 
cheap. However it is a vital need. 
Each month I get a four page break- 
down giving me the following in- 
formation. Page One—Balance sheet, 
Assets, Current, covering Cash in 
Bank, Petty Cash on Hand, Accounts 
Receivable, & Merchandise Inven- 
tory, Then the Capital Assets, Furni- 
ture and Office Equipment, which 
incidently totals $584.71. And that 
is plenty to run a six figure (six 
figures is anywhere between $100,- 
000.00 and $999,999.99 annual) mail 
order business. Fancy trimmings 
won't put a nickle in the Mail Order 
Operators till. The smart M.O. man 
puts his money into the mail box. 
Prepaid Expenses, Insurance, etc. 
Then comes the Liabilities Accounts 
Payable. Taxes Payable. Your Cur- 
rent Assets should always be double 
or triple your current liabilities. In 
fact if your Accounts Receivable, 
(not including the overdues) are not 
double your Accounts Payable don’t 
go around to the bank with your 
sombrero in your hand figuring to 
borrow money. Bankers are death 
on “ratios.” 

After Liabilities the balance sheet 
tells how much I’m worth, what my 
equity is, also how much it was at 
the start of the fiscal year, how much 
money I drew to date and how much 
| drew in the previous month. Or as 


one of my friends said the other day 
after checking his statement, “I have 
just decided that the blond I thought 
1 loved was really just an infatua- 
tion.” Love might laugh at lock- 
smiths but it can’t fight a balance 
sheet. 

On page two of this monthly 
document I find my “INCOME 
PROFIT AND LOSS STATEMENT. 
This gives me my gross profit for the 
month and next to it the gross profit 
for the period. Then it lists SELLING 
AND SUNDRY EXPENSES for the 
month and it breaks the expenses 
down real fine, into some 20 cate- 
gories such as Advertising, Express 
and Parcel Post, Rent, Salaries, Tele- 
phone, Bad Debts, etc. Now take that 
item of bad debts. Last year for the 
entire year they amounted to $21.25. 
This year the amount to date is $7.63. 
Part dumb luck because we will 
ship any firm on open account and 
although we specify “rated firms 
shipped open account” as a matter 
of practical business procedure we 
only check one or two orders a month. 
But we do take vigorous steps to col- 
lect overdue bills. Never could see 
this attitude of “treat the overdues 
politely, let’s not hurt the poor souls 
feelings, they might get mad and not 
buy from us again.” No Sir, if a 
man doesn’t pay his just debts on the 
nail we don't want his trade. We 
send a draft to his bank. We write 
real mean nasty letters. We write to 
the local postmaster for the name of 
a tough local lawyer who handles 
collections. Let him get his feelings 
hurt and with a little luck he will 
buy from our competitors. If anyone 
gets stuck let it be them. 

Then also on page two is an ADDI- 
TION TO INCOME, this is the figure 
we made by taking our 1% and 2% 
10 day discounts. This is easy money 
and adds up to pretty sum. Specially 
when you figure that at the end of 
the year despite the fancy gross profit 
figures our net profit on sales amounts 
to 12.4%. Which is another figure 
our accountant provides us and is 
valuable to bear in mind when some 
sharp trader says “How about a 15% 
discount if I buy 2 of them.” Hah! 

Page Three of my monthly state- 
ment breaks down my month’s sales 
into 14 separate categories both for 
the month and for the year to date. 
It also gives me the net cost of sales 
for each category and the gross profit 
on the sales for each item. For ex- 
ample the class of goods that cur- 
rently rates fourth in volume of sales 
rates number 2 in terms of gross 
profit. It doesn’t take a magician to 
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Advertising: 


49 WAYS DIRECT MAIL CAN BE PUT TO 
WORK IN YOUR BUSINESS: A check list. Find 
out how many of the 49 ways you can use in your 
business 1 


PARTNERS IN PROFIT: An outline of Rust- 
Oleum’s (paint manufacturer) successful manu- 
facturer-distributor campaign 


SALES MANAGER WITHOUT SALESMEN: 
Paul Bringe, sales manager, Dustless Brush Com- 
pany, Milwaukee tells how he replaced salesmen 
with direct mail advertising 25¢ 


HOW IMPORTANT IS GOOD LETTERHEAD 
DESIGN? Let Joseph Koelbel of R.O.H. Hill, Inc., 
New York tell you how to improve your letter- 

25 


HOW AN EXCLUSIVE RETAIL SHOP USES 
DIRECT MAIL SUCCESSFULLY: Gives a com- 
plete direct mail program used by Lynn’s Dis- 
tinctive Apparel Shop, Peoria, Illinois. Can be 
adapted to other retail stores 


BENJAMIN MOORE MAILS CANNED TRICKS 
TO CAPTURE WEST COAST PAINT DEAL- 
ERS: A playful report on paint promotion .. 10¢ 


BRAINSTORMING IN CHICAGO: Tells how to 
sell management on direct mail. Gives 58 free- 
wheeling creative ideas ................e05- 25¢ 


SOME PLAIN THINKING ABOUT DIRECT 
MAIL: Four formulas on how to make your direct 
mail better. An outline for thinking 


ADVERTISING MANAGER submitted budget to 
new president who slashed direct mail from next 
year’s program. Problem: How to convince man- 
agement that direct mail must stay to achieve 
maxium promotional impact. Brainstorming pro- 
duced 58 excellent answers. 25 


NEWSLETTER SEEM TO BE TODAY’S magic 
format. Most successful one so far is Emery Air 
Freight’s. Tell-all case history gives methods, re- 
sults, copy cues 35 


CAN YOU MEASURE DIRECT MAIL beyond 
usual methed of counting reply cards? Yes. . 
thru readership studies. Leonard Raymond of 
Dickie-Raymond, Boston, reports of 5 studies giv- 
ing results and illustrated material 


THIRTEEN READY-MADE LETTERS FOR FI- 
NANCIAL SALES SUCCESS. Ferd Nauheim, 
Partner, Kalb, Voorhis Co., Washington, D.C. pre- 
sents 13 different letters for selling securities and 
explains how and why they should be used .. 50¢ 


FUND RAISER TELLS ... how he keeps a 100% 
corrected mailing list. System can apply to any 
business and will keep you maintain contact with 
valued ex-customers 
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Can be purchased separately or in a complete 
package enclosed in an attractive green Case 
Binder for your desk or library shelf. 


DOGS THAT CLIMB TREES: A personal ad- 
venture story, telling how one man (Henry Hoke) 
undertook the job of learning through trial anJ 
error the fundamentals of direct mail eng 


HOW TO GET THE RIGHT START IN DIRECT 
ADVERTISING BY HARRIE BELL: This is the 
best textbook or outline available for training 
beginners in direct mail ABC’s $1.50 


HOW TO THINK ABOUT DIRECT MAIL: In five 
easy to read sections, it gives the basic essentials 
for the successful use of direct mail $1. 


HOW TO THINK ABOUT LETTERS BY 
HOWARD DANA SHAW: A reprint of thirteen 
thought provoking articles by the Philadelphia 
letter writing expert $1.00 


HOW TO THINK ABOUT READERSHIP OF 
DIRECT MAIL: What is a normal result percent- 
age from direct mail? Ranges from zero plus to 
100% minus $1.00 


HOW DIRECT MAIL SOLVES MANAGEMENT 
PROBLEMS: Direct mail isn’t worth considering 
unless it actually solves for you a specific manage- 
ment, promotion, publicity or sales problem $1.00 


HOW TO THINK ABOUT SHOWMANSHIP IN 
DIRECT MAIL: This study has helped many 
people to do a better job with their direct mail, 
whether it be simple or elaborate $1.00 


HOW TO THINK ABOUT MAIL ORDER: This 
important study explains exactly what “mail 
order” is. It gives the opinions of a score of com- 
petent experts in the field ... _ attempting to 
define “the real secret of success” $1.00 


HOW TO THINK ABOUT PRODUCTION AND 
MAILING: Contains an outline for training pro- 
duction and mailing supervisors. A 16-page sup- 
plement included free on list building, buying, 
renting and maintenance $1 .00 


HOW TO THINK ABOUT INDUSTRIAL DI- 
RECT MAIL: Months of surveying uncovered the 
theories, opinions and case histories of hundreds 
of practitioners in industrial advertisng . . .$3.00 


1 complete set of ten drect mail books packed in 
Library Case Binder at $12. 


Check the reprint(s) and/or book(s) you want. 
Return with remittance to: 

The Reporter of Direct Mail Advertising 
224-7th Street, Garden City, N. Y. 


\ 
O 
| 
! 
| 
33 
! 


figure out what item is going to get 
the big push this fall. 


Page 4 gives me a clear picture of 
my inventory situation for the month 
and for the period. What am I buy- 
ing? What is sticking? What's mov- 
ing? How is my insurance coverage? 
What should | order? Of course | 
do this by eye as | walk through the 
storage area, but it is easy for a case 
or two of small stuff to miss the eye. 


Well that is how I know what is 
going on in my place. You may use 
an entirely different system, but if 
you are going to stick in this business 
you must use some accurate method. 
Of course I only use one set of books. 
Some wise guys use two, and there 
was a poor sap in the paper yester- 
day. Seems like his wife was suing 
him for support and she mentioned 
in court that he kept one set for the 
government, one set for his partner, 
and one private set for himself. She 
wanted to be supported from set #3. 


These careful books also helped 
when the Man from Washington 
walked in some years ago and said 
“Let's see “em.” He spent three days. 


VOurUNME 


LABELING 


All addressing systems operate more efficiently, accurately 
and economically with the addition of this CHESHIRE 
machine to apply pre-addressed labels to envelopes, post- 
cards and pamphlets up to 11” x 141%". 

Speeds to 10,000 per hour save time, labor and errors. 
Mailers find this equipment invaluable. 


Cheshire can now 
be supplied with 
automatic town 
separator device. 


MAILERS US E 


CHESHIRE 


EQUIPMENT 


Investigate without obligation. 


asking such delightful questions as 
“Here is a $100. charity expenditure, 
where is the cancelled check?” (1 
had it.) “Merchandise returned, let 
me see the duplicate credit invoice.” 
After three days it cost me $37.50 
and as my accountant said “we can 
fight it, but... .” 


The Man told us one priceless story 
which | pass on to prove that you 
can’t cheat Uncle. It seems that one 
firm he was checking on had a female 
relative of the owner on the payroll 
for a wonderful salary. He asked to 
speak to the lady about some detail 
but, “she is out sick today.” So The 
Man said he would return the follow- 
ing Monday and quiz her. Sure 
enough there she was and sure 
enough she knew every detail of the 
firm’s activities. No question about 
this girl, she must be the invaluable 
right hand of the Boss and not a 
phony payroll item. Just as the in- 
vestigator was about to leave this 
pearl of great price raised her pretty 
little head and said, “Uncle - - - - 
where do I find the Ladies’ Room?” 


That’s it for this month cousins. 


CHESHIRE 


INCORPORATED 
1644 North Honore Street «+ 


SCARCITY OF 
SKILLED HELP 


“The scarcity of skilled personnel 
in mail order promotion is now 
critical” . . . so starts a recent Place- 
ment Committee Bulletin from New 
York Hundred Million Club. The 
bulletin introduction continues: 

“In order to get qualified personnel, higher 
salaries are being offered as ‘bait.’ Luring 
a man from a competitor does nothing to 
solve the problem. Unless mailers start 
back-stopping key people and recruiting 
trainees, we shall see the rapid development 
of direct mail advertising agencies. Such 
specialized services will be helpful, but, in 
skimming off talent, will further complicate 
personnel shortages. The great number of 
job openings in this bulletin emphasizes the 
dilemma of your Placement Committee.” 


That item is correct. The Reporter 
receives many, many requests to find 
competent people. More and better 
training in schools needed. Whenever 
you hear of qualified persons wanting 
a job in direct mail . . . get in touch 
with us, or the DMAA at 3 East 57th 
Street, New York 22 — or Hundred 
Million Club Placement Committee, 
c/o Otto Meyer, Wall Street Journal, 
44 Broad Street, N. Y. C. 


Chicago 22, Illinois 
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A Direct Mail Promotion Which Won’t Stop Working 


HIS IS ONE OF THE MOST UNUSUAL CASE HISTORIES 

The Reporter has uncovered in a long time . . . and 
we thank Stan Wynett, assistant sales promotion manager 
of The Stein Printing Co., 161 Luckie St., Atlanta 3, Ga., 
for telling us about it. Here is how it all happened: 

Something more than four years ago, The Stein Com- 
pany wanted to do some self-promotion. They decided 
to use a series of wall placards, or inspirational editorials, 
which would be attractive to customers and prospects, 
and would also illustrate Stein Craftsmen’s creative 
typography. A series of six cards were prepared. “The 
Sa. _sman” card (illustrated here) was the first to be 
mailed to 1,800 customers and prospects. The rest 
followed at monthly intervals. Certainly an economical 
direct mail format. 

You will notice that Stein’s advertising is very low- 
pressure. Just a small-type note at the bottom of each 
piece, saying that additional copies were available from 
the Stein Craftsmen. Each message tried to crystalize 
in a humorous manner the attitude of businessmen toward 
their government, competitors, their employees and 


JULY, 1957 


themselves. 

An unexpected response started immediately. Requests 
for additional copies kept pouring in. They increased 
after each mailing, coming in from big companies and 
small. Firms like General Electric and Westinghouse 
ordered large quantities. In the four subsequent years, 
the six different messages have been reprinted a total of 
18 times, some on a commercial order basis . . . but more 
than 40,000 messages have been distributed free. Just 
last month, a large national advertiser ordered 5,600 
copies of the first message. 

Stan Wynett and managing partner, Mendel Segal, and 
all the Stein salesmen are amazed at the results of a 
modest six-piece mailing effort. They call it an example 
of “perpetual promotion.” And that is just about the 
right term for it. 

The Stein Company hasn’t conducted any other self- 
advertising since these messages were prepared more 
than four years ago, but they are now considering pre- 
paring another series. If it is half as successful as the 
previous effort . . . the Stein organization will be sitting 
pretty. @ 
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RAPID 
FILM 


LETTERING 
TO ANY SIZE 


YOU WANT 


Reduced or Enlarged... 
Positive or Negative 


Still only *1 a word! 


With our newest equipment, Rapid 
Film-Lettering gives you a choice of 
lettering styles in exactly the sizes you 
need for your layouts or mechanicals, 
eliminating the usual delays and ex- 
pense of stats. 

No minimum. No extras. Round-the- 
clock service. All styles. Glossy prints 
for reproduction. Mail deliveries any- 
where in U.S.A. Order from Style Book 
DM. Free on request. 


RAPID 
TYPOGRAPHERS INC. 


305 East 46 St., N.Y. 17 
MUrray Hill 8-2445 


get the 
professional 
approach 


...to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 


mail advertising 
service association 


INTERNATIONAL 
18120 James Couzens Hghy. 
Detroit 35, Michigan 


TAKE A LOOK AT 
YOUR DIRECT MAIL 


Reprinted From “Mailway”, 


Newsletter published by 
St. John Associates, New York 


Reporter's Note: We have long advocated 
@ continuing study of the other fellow’s 
direct mail. That is . don’t be satis- 
fied with your own stuff and close your 
eyes to the competition it may be up 
against (good or bad) in the daily mail 
of each recipient. We were glad to see 
St. John Associates, Inc, 75 W. 45th St., 
Wew York 36, N. Y., revive the idea in 
its stimulating newsletter titled MAILWAY. 
Maybe we shouldn't quote from St. John 
so often . . . but the editor is really 
on-the-ball in all his ideas concerning di- 
rect mail. Read this copy carefully . 
then do something about it. 


\ A Jo's THE BEST JUDGE of a mail- 
ing piece? Who can best tell 


when a letter hits home . . . when 
a booklet or other enclosure catches 
the mind’s wandering eye . . . when 
even a penny post card reaches its 
mark? Who knows, who can tell . . . 
better than you? 

Take a good look at the mail you 
receive, at home, in the office, the 
many different kinds of messages di- 
rected to you, at you, and too often 
through you. Why did one envelope 
seem more inviting than the others 

. did that teaser copy on the third 
class mail get your attention 
did color make any difference (plus 
or minus, for if color can lure it 
can also repel? 

You see, you're a prospect for a 
lot of other direct mailers, and this 
gives you an excellent chance to 
judge the effectiveness of the mail- 
ings coming your way. And, we here- 
by, invite you to join us in a timely 
and interesting program that’s bound 
to be worth every minute you put 
into it: 

Set up a home (or office) court 
of appeals for all the direct mail 
pieces that reach you at your office 
or at home .. . to grade these efforts 
for runs, near-hits and errors . 
to thus keep a running history of 
current direct mail to take a 
few tips from what others are doing 
and to learn the inexpensive way 
from others who are doing wrong. 

Try it. First of all you'll find it 
fun, for what’s more human than 
sitting in judgment. Secondly, you'll 
come up with a wealth of brand 
new ideas of your own (for think- 
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ing and creating thrive on the stim- 
ulus of other ideas). 

To help you get started on this 
project here are some promotion 
pointers you may want to use as a 
checklist: 

1. Was the mailing piece timed right’ 
Here's one of the great advantages of di- 
rect mail and far too many people over- 
look that great ingredient known as im 
mediacy in their own promotion. 

2. Did the three cent stamp on the envel- 
ope influence your interest (and con- 
versely, did a first class, hurry-up ap 
proach on a non-urgent message annoy 
you? 

3. And how about the form of address- 
ing, did it make any difference whether 
the envelope was hand-written, typed or 
stencilled. Announcement and bulletin 
type messages can usually be stencilled, 
but an auto-typed letter certainly calls 
for a typewritten envelope. 

4. Did copy-crowding affect the readability 
of the letter, or brochure or leaflet? Notice 
how much otherwise good promotion is 
spoiled by cramming the last hundred 
words on the page. 

5. Did the writer make it clear why he 
was writing? Did he ask you to do some- 
thing about it, and then make it easy 
for you to act (reply card or envelope, 
etc.) ? 

6. If the letter looked personal (auto- 
typed or specially processed with fill-in) 
did it sound personal—or was it just an- 
other ‘to everybody’ letter that could have 
been offset, or multigraphed? 

There are dozens of other points 
to make, of course — from the use 
of art to its quality (better no spe- 
cial art than some of the third 
rate material too often used) 
from the quality of the fill-in work 
(nothing’s worse than a bad job 
here} . to the clarity and con- 
viction of the copy. But we'll stop 
to let you add other criteria of your 
own. 

Main point is to tackle this now. 
There’s a vast amount of material 
going across your desk, into your 
home, these days—and you ought to 
keep in touch with it. It offers you 
good, or bad techniques that can 
apply to your own promotion 
it might suggest money-saving ideas 
or sales making ideas and it 
will certainly give you a_ useful, 
timely direct mail encyclopedia.e 
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A Merthly Clinic, Condustid by Reed 


That Is, As They Say, That 


Constant readers of this depart- 
ment will probably remember how we 
have been kicking the little word 
“that” around. It was started in the 
May issue by Albert E. Anderson, 
President of New England Business 
Service, Inc., Townsend, Mass. 

He was good enough to give me his 
ideas on copywriting which were 
printed as he wrote them. At the end 
of his article appeared this notation: 
“$50 reward to anyone finding the 
word ‘that’ in above article.” 

Well, now! First thing I knew 
Henry and Pete Hoke’s mail, as well 
as my own, was jammed with letters 
from readers screaming (well, at least 
requesting in a jocular way) the $50 
reward. 

It seems in my introduction to this 
article of Mr. Anderson’s, I used the 
word “that.” In telling something 
about Mr. Anderson’s background, | 
said “That was back in 1933 when he 
handled all the sales correspondence 
with customers and a force of 60 
salesmen.” 

We squirmed out of paying the $50 
on the basis that (there's that little 
word again) the reward could not be 
paid because the pesky little word did 
not appear in Mr. Anderson’s article. 
If you have the May issue of The Re- 
porter handy you might want to check 
this. 

While we're talking about “that,” 
we want to go on record and say 
there are times when only the word 
“that” will say exactly what a writer 
means. It’s impossible to isolate any 
single word from the English lan- 
guage and say “It’s bad” or “You 
should never use it.” 

In this connection a letter came in 

from Max Ross of Old American In- 
surance Company, one of the best di- 
rect mail writers in the country. The 
P. S. on his letter reads: 
“I've tried to write this letter without any 
‘that’s’\—and do you know, I think that 
most letters need an occasional ‘that.’ 
They are easier to read and less likely to 
be mis-read. And that’s that.” 

So, all you readers who thought 
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you had caught Mr. Anderson with 
his ‘that’ down, this is the last you'll 
hear of that. 


“Thank You” As a Sales Tool 


A little “thank you” goes a long 
way in these high pressure days of 
impersonal business. Many concerns, 
when they get a first order from a 
new customer simply enter the order, 
deliver the merchandise and send a 
bill. 

Enlightened management realizes 
that a first order may be the begin- 
ning of a long and mutually profit- 
abie business triendship. They make 
a business of thanking the new cus- 
tomer in writing for the order. By 
taking the time to show their appre- 
ciation they create goodwill and pave 
the way for repeat orders. 

Here’s an excellent example of such 
a “thank you” letter used by Boston 
Plate & Window Glass Company and 
signed by Ralph A. Hayward, Vice 
President. 

Note how this letter shows an in- 
terest in the customer's welfare. Note 
how it handles the method of pay- 
ment; how smoothly it points out to 
the new customer how he can get 
more sales by handling Boston Plate 
& Window Glass products. And note 
the “promise” in the last paragraph. 
A wonderful letter. 

“Dear Mr. Jones: 

That was certainly a nice first order you 
sent us this morning. We're shipping on 
our truck next week, and billing at 75-10% 
discount. We'll be glad to have you dis- 
count our bills if you care to, or take the 
full thirty days terms if you wish. You may 
discount all our bills for any month on the 
tenth of the month following if you find it 
more convenient. 

“With the window glass you ordered we are 
sending samples of glass blocks, Thermo- 
pane, and several types of obscure glasses. 
Frequently you may have an opportunity 
to supplement your bread-and-butter sales 
with these profitable items, and of course 
you needn't carry any inventory of them as 
we provide prompt delivery from Boston. 
“We are making up for you, and will mail 
in a few days, a complete price catalog 
which will help you pin down casual in- 
quiries and turn them into firm orders. 
Don’t ever hesitate to telephone us when 


unusual inquiries turn up, to which you 
don’t have the answers. 

“Again, thanks very much for this business. 
We'll try to make our service such that 
this order will be only the first of many.” 


Ask Prospects To Telephone 


I recently wrote a sales letter for a 
metal finishing concern. The letter 
was keyed to get manufacturers to 
send in metal parts for test finishing 
to demonstrate the high quality of 
their work. 

Instead of inserting an inquiry 

card in the mailing the last paragraph 
of the letter read: 
“T'll consider it a favor if you will tele- 
phone me. The number is 4579. Be sure and 
reverse the charges. Tell me when we may 
expect to receive your parts for compara- 
tive finishing. Or when we may pick up 
the pieces if they are too large or delicate 
to entrust to the mails.” 

We wonder why more users of per- 
sonalized letters don’t ask a prospect 
to telephone. When you consider the 
original cost of making a mailing, the 
additional cost of a collect telephone 
call is well worth the money. 

Suppose it costs you a dollar in toll 
charges for a prospect to call you. If 
he calls you know, for a fact, he is in- 
terested. It’s well worth the dollar, or 
two dollars, or even ten dollars, in 
some cases, to get such an interested 
inquiry. 

Also, from the prospect’s stand- 
point, you give him an easy way to 
get immediate action at the moment 
he is fired up about your proposition. 
He doesn’t have to wait for the mails 
to get a return card back to you and 
then have you write a letter or send a 
salesman. 


Hands Across the Sea 


When I was in London a couple of 
years ago, I had the privilege of ad- 
dressing the British Direct Mail Ad- 
vertising Association at one of their 
luncheon meetings. At that time I met 
several English copywriters. 

Since then I’ve received, periodi- 
cally, examples of British direct mail 
which is growing by leaps and 
bounds. The Reporter numbers many 
of the English among its subscribers. 

One of these is Gordon Bishop, 
copywriter with Iliffe & Sons, London 
publishers. Here are some of his com- 
ments on the art of direct mail copy- 
writing. 

“The valuable studies being carried out in 
the U. S. certainly prove that direct mail 
gets read by a gratifying proportion of the 
prospects to whom it is addressed. A cer- 
tain number of these readers respond to 
the appeal our letters make, but never, of 
course, as many as we should like! How 
can we make our direct mail more produe- 
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Edited by 


The purpose of this department is to give you thumbnail sketches of 


oh 


ted direct mail 


successes. In order to get a release of confidential figures, we have promised that names and 
addresses and identifying details will be withheld. 


Electric company pulls 12% on 
humorous mailings addressed to pur- 
chasing agents and engineers in elec- 
tronics and aviation. Six 5x7 cards 
were used depicting carton charac- 
ters and verse on individual sales 
points. Company offered prize to any- 
one saving all 6 cards and mailing 
them in at end of promotion—unique 
way to prove readership of your mail. 


27% response from 55,000 phy- 
sicians convinces pharmaceutical 
company they have answer to crowd- 
ed doctors’ mail. Using letter plus 
antique map plus no less than 8 sam- 
ples (!) plus booklet plus reply card 
all packed into single mailing con- 
tainer—this company received 15,000 
friendly comments and 8,000 requests 
for more maps. Proves there is a way 
to beat the claim that doctors can’t 
read their mail because it’s too 
voluminous. 


Refreshing challenge was issued 
by manufacturing chemist when he 
“bet” 2,200 meat packers that his 
sausage binder would hold more 
moisture and juices than any other 
binder. To win the $100 bet the recip- 
ients sent their own binder to labora- 
tories — results of test comparison 
then returned to each bettor with 
proof of test. No one beat him on the 
bet but the publicity was worth it. 


FORTUNE magazine tested high 
gradegrade bond paper against stand- 
ard paper in mailing and reports, 
bond pulled 22% better on marginal 
list of 7,350, 35% better on median 
list of 10,750 and 21% better on 
good list of 4,396. Copy same at all 
times. Seldom see tests like this in 
mail order work—would be interest- 
ing to know if orders respond like- 
wise. 


$8,740 worth of tires were sold 
to used car purchasers who received 
a mailing on credit buying which cost 
mailer $635 (50° cooperative bud- 
get). 158 new credit accounts were 


opened for this dealer. 5,000 recent 
buyers of used cars on list. Accounts 


from low $17.04 to high $394.36 with 
average sale at 54.34. They did not 
keep track of traceable cash sales. 


Prominent industrial publisher sent 
survey mailing to people who in- 
quired about products in his space 
advertising. 70% of those getting 
his letter sent in answers. Of these 
44% had bought the product adver- 
tised by time follow-up was made, 
26% were still considering the prod- 
uct and 13% had bought a competi- 
tive product and 17% said they were 
not interested. THE CLINCHER! 
ONLY 7% said they had been con- 
tacted by a salesman. ONLY 7% 
THAT 1S! Wonderful how the busi- 
ness man buys and buys in spite of 
lack of attention! ! 


12 new customers per week are 
discovered from prospect list of 
plumbing and heating contractor. 
These jobs worth from $700 to 
$1,200. About 25% of all his busi- 
ness produced by direct mail—with 
specialty on “modernization of your 
home” copy. Letter 1, Letter 2, Cir- 
cular and final postcard comprise the 
push. 


Cooling equipment dealer enjoys 
400% increase in sales during 
1956 with phone-mail combo. Pros- 
pect list is compiled from city hous- 
ing directory and covered once every 
90 days. 60,000 mailing pieces pro- 
duced this business in 1956. No guff 

. no pretty stuff . . . all down-to- 
earth, practical benefit copy. 


Automotive service dealer offered a 
combination water pump overhaul 
and lube special on post card and 
more than 100 motorists came in. 
No time limits so response is still 
building. Another card sent to 3,009 
motorists brought 400 orders for ser- 
vice. Another dealer sent valve re- 
grind postcard offer and got 32 re- 
turns with an average repair order of 
$36.40 and total revenue of $1,164. 
Ye Pistearde is a mighty midgit in- 
deedy—but then Orville Reed proved 
this long ago. 


tive, ensure that more of those that do 
read—-ACT? I feel that this particular as- 
pect of the sales approach has been com- 
paratively neglected, yet it is surely the 
most important—for readers do not buy 
unless we ask them. Charles B. Roth has 
said that a salesman who does not close 
sales is only a conversationalist, and this 
applies just as much to us as copywriters. 
“At what point in our letter should we ask 
the reader to buy, return the reply-card, or 
act as we desire? I believe we should try 
for the close directly after we have set out 
our proposition clearly and told the pros- 
pect enough for him to WANT our mer- 
chandise. The earlier we can make our first 
closing attempt, the more time we have in 
which to recapitulate the benefits he (the 
reader) will enjoy, and talk of the time and 
.. then ask him again 
and tell him why he 


money he will save . 
to take ACTION 
should, too! 

“John H. Patterson of National Cash Regis- 
ter fame, instructed his salesmen to ask for 
the order at least seven times during their 
presentation. Although I do not suggest we 
should go to these lengths in our copy, I 
do think that to ask for action on the 
part of the reader TWO or THREE times 
should be the aim of every direct mail 
copywriter. 

“No worthwhile salesman is unduly daunt- 
ed when his prospect refuses to buy. He 
presents once again the advantages to be 
gained — sums up his selling points in 
graphic, meaningful word-pictures, then 
tries for the close once more. This is the 
only sure way to make more sales or get 
more results—in person or on paper. 
“Whenever we have asked the prospect, in 
our letter, to act, we should shut our eyes 
and imagine our readers saying firmly “No, 
not on your life!” Then we should en- 
deavor to write the sort of copy that will 
make him change his mind—the next time 
we ask him!” 

You will notice from the references 
to John H. Patterson and Charles B. 
Roth that British direct mail people 
are keeping up with what’s going on 
in direct mail in the United States. 
They are enthusiastic about the med- 
ium. They are taking many tips from 
American direct mail practitioners. 


Our Sermon for This Month 


The personal salesman and direct 
mail each does a part of the job of 
selling. Their jobs are similar. They 
supplement each other. But there is 
one essential difference. No sales 
manager expects his salesman to en- 
ter a prospect's office, say 150 magic 
words that will impel the buyer to 
give him an order. Many sales man- 
agers using direct mail, however, are 
disappointed when a single 150 word 
sales letter doesn’t do just about that. 
The salesman often makes many calls 
on a prospect, breaks his sales talks 
up into bite-size morsels, easy to di- 
gest, and feeds them to the prospect 
call after call. That’s the way such 
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sales managers should use direct 
mail, too. 

The salesman doesn’t “charm with 
words.” Too many times direct mail 
is expected to. 

The “values” of a product or a 
service—the sales values—have been 
put into the product by the manufac- 
turer. The job of the copywriter and 
of the salesman is to interpret those 
values as BENEFITS to the buyer; 
present them in terms of the buyer's 
NEEDS and WANTS. 

This is not a job for a few sweet 
flowing, magic words. It is a job that 
is done best by planned and contin- 
uous contact—by salesmen and/or 
direct mail, or both working together. 


Say What You Mean 


Following our usual custom we 
close shop this month with some more 
examples of copy which does not say 
what it means. What follows was 
swiped from some source we do not 
now recall. We think these examples 
of foggy writing are funny. But when 
they appear in a piece of copy de- 
signed to do a selling job they are 
sometimes almost tragic. Here they 
are: 

“50 guests assembled at the domestic 
forum, and 30 had been married to 
the same man for more than 20 
years.” 

“At the ladies aid meeting many in- 
teresting articles were raffled off. 
Every member brought something 
they no longer needed. Many mem- 
bers brought their husbands.” 

“The fatal accident occurred at the 
corner of Broadway and Henry just 
as the dead man attempted to cross.” 


A SHORT, SHORT LESSON 


M. W. FINKENBINDER, FULTON, MO 
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D-W: ONAN & SONS Nici 


MINAEAPOLIS, MIAN 


Onan Electric Lite Plants 


Direct and Mternating urrent 


Onan “Safty-Saw” 


Man. 


43S ROVALSTON ANE. 


ADDRESS 
“OMANSONS” MINMEAPOLE A 


VOLT40 CYCLE 
ALTERNATING CURRENT 


and not being abic 
visit by mail’ 


pu Still without electricity? I don't 
4 urge the CONVENIENCE and IMPORT of 
TY, but I would like to tell you sore 


S ONAN ALTERNATING CURRENT ELECTRIC PLANTS. Gum 


RADIO, WASHING MACHINE, FLAT IRON and ALL ELECTRI 
APPLIANCES, T nd EQUIPMENT is possible with ONAN A.C. ELECTRI 
PLANTS. These Generating Units bring the WIVERIENCE of city 


pewer even though you sust ipply your owen electricity. 


The use of A.C. 


The current generated on the Plants pictured is the same -- 
110 volt, A.C., but the AMOUNT of electricity each provide is 
according to the ise you elect. Each Generating Unit is fur- 
nished complete with all necessary equipment, ready to run. 
There are several starting methods -- only 4 push or 
button starts the popular Models. 
In the NEW ONAN 1955 MODELS, we are offering those who 
must provide their own electricity <-- Electric Plants with 
MODERN, STREAMLINE DESIGN; Fully Enclosed Operetion; 
Additional Electri Sapacity for the Rating: Longer Life; 
Sieple Construction; Quiet sehen Running; Standard Parts. 
couch as used in the up-to-date With this incressed 


value is a LOWER INITIAL and OPERATING COST. 


The care and operation of an ONAN ELECTRIC PLANT is not unlike 
that ef your Moter Car. The mechanical and electrical details 
are deseribed in the printed matter we would like to send if you 
are still without current and are interested. Never have 
Electric Plants offered such opportunity for real comfort as our 
1935 MODELS. Have you thought further of having electricity 
There are Models of A.C. Plants from §110 up. 
You will find much to interest you in wanking your selection. 
Installation is just a matter of conmecting the Plant to the 
wiring. Any one can take care of the Unit with the instructions 
furnished. How much current would you require’ Fill in the 
blank below and I'll be glad to make a recommendation. 


Sincerely 


Coan 


D. W. ONAN & SONS 


HERE’S AN 
OLD LETTER REVIVED 


D. W. ONAN & SONS, INC., Minneapolis 14, Minn., are trying 
a new direct mail stunt. V. C. Gilbertson, manager product pub- 
licity, dug out of the old files a copy of a sales letter written by 
founder, D. W. Onan, 22 years ago. He has reproduced the original 
letter (with illustrations in margin) exactly as produced in 1933, 
even to the creases in the paper. In mailing to 100,000 prospects 
covering 31 different markets. Mr. Onan was a self-made man; 
lacked the benefits of any advertising or direct mail training. But 
we've read his 22-year-old letter and doubt very much if even Paul 
Bringe could improve it. Will be interesting to learn results of this 


mailing. We’ve asked Mr. Gilbertson to let us know. 


2000 
Without Electricity j 
- 
Sizes 350 to 1000 Watts 
— ~ 
2000 Watts—Ailr-Cooled 
y 
2000 and 3000 Watts 
4 
| 
IN LETTER WRITING 
4 
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CLICK! 


After going through a fifty-pound 
pile of mail, consisting primarily of 
a two-month’s supply of press re- 
leases (as an experiment). . . we 
were more than pleased with this 
article written by Joe Schoeninger, 
Joe edits the always good Reflections, 
monthly house magazine of The E. 
F. Schmidt Co., 3420 W. Capitol Dr., 
Milwaukee 16, Wis. Joe doesn’t 
mention press releases in his article 
about photographs . . . but we'd say 
the current crop of photographs used 
with releases couldn’t be any worse. 
We recommend a careful reading of 


these ideas for better publicity 
photographs. 
* * * 


66 Photographs of company per- 

sonnel, thank goodness, seem 
to be getting better. They couldn't 
get any worse. 

One of the toughest hurdles to 
clear in creating a top-flight book- 
let — anniversary, institutional, an- 
nual report house publication, etc. 
is the photographic one. Surely 
you've seen dozens of examples like 
these : 


ull 
Mill 


Slide Flap Securely Locked! 


TRY IT! YOU'LL CHEER IT, TOO! 


FREE: Sample pocket of Tension 
Kwik Klesp Envelopes. Send 
sample of your present envelope 
and describe or send enclosures. 


TENSION ENVELOPE CORP., Campbell at 19th St.. Kansas City 8, Mo. 


1. The board chairman, grim and 
stern—-stiffly seated at his monstrous 
desk (always completely clear of any 
evidence of work) glaring straight 
at the lens. 


2. The president, not quite so 
grim and stern, but equally stiff, 
holding a prop phone and glaring 
straight at the lens. 


3. The office manager with a 
forced smile, clutching a pencil over 
a prop pad of paper, glaring straight 
at the lens. 


4. The stenographic office with 12 
to 20 girls seated squarely at their 
little desks, each frozen primly in 
her little chair. 


5. The old-timer group, formally 
posed and squared up the way all 
high school athletic teams have been 
lined up since the class of "98 was 
photographed for the school annual. 

There are dozens of other situa- 
tions where people are photographed 
like so many cases of beer or so 


many department store dummies. As 
a result there's a sameness about all 
the pictures, all the people, all the 
books. 


"Advancement in 
Clasp Envelopes! 


From The Handcraft Company, St. Louis: 

“We were able to effect a $1.00 per M saving 
in our inserting charges as a result of using 
Kwik Klasp Envelopes. The operators found the 
Kwik Klasp much easier to use, with far less 
irritation to their fingers.” 


From TWA, Kansas City: 
“Many thanks for introducing us to the new 
Tension Kwik Klasp Envelope . . . 
tive language can fully describe our complete 
satisfaction with this envelope.” 


Paul G. Jones 
President 


No superla- 


J. L. Watson, Supervisor 
Advertising Distribution 


From Clay Equipment Corp., Cedar Falls, lowa: 
“We save abont 30 per cent on insertion and 
closure time with the new clasp. . 
that do the work cre really sold on the Kwik 
Klasp.” 


. The people 


R. K. Olson 
Advertising Manager 


It isn’t too difficult to break up 
this phlegmatic photography. A pho- 
tographer with imagination, an edi- 
tor with an eye for dramatics, a 
president who sees the difference be- 
tween stuffed shirts and shirt sleeves 
—that’s all it takes. 

How? 

Photograph people as people. 

If the board chairman is known 
as an excellent speaker, get a dy- 
namic close-up shot of him during 
an actual talk. 

If the president has a financial 
background, come in close with the 
camera as he consults a wall chart. 
(If he has a bad profile, shoot from 
the floor!) 

As for the office manager, he'll 
look a lot more human if he’s stop- 
ped by the lens in the act of explain- 
ing something to somebody—prob- 
ably using gestures as he does. 

In shooting groups, the camera 
angle is often the key to success. 
A bird’s-eye view can be spectacu- 
lar especially when the group 
doesn’t know just when the shot is 
being taken. In an office scene some 
will be walking, some at the drinking 
fountain, others bent over a file cab- 
inet, one or two in discussion, others 
at typwriters, etc. 

Old-timer groups are not easy. 
Likely to be among the most self 
conscious of persons, they start to 
fidget—or freeze—even before the 
flash bulbs are set up. Depending 
on the size of the group, small table 
discussion sessions seem to work out 
best. In large groups several table 
shots are taken. Reason for the dis- 
cussions is to get some animation in 
the faces. 

This reporter doesn’t know of any 
published list of rules for taking 
good shots of people. But for the 
finest examples in the world, just 
pick up a copy of Life or Look. 
Sure—these are news magazines, with 
newsy photographs. But isn’t that 
the kind that captures a reader's in- 
terest—whether he’s reading Life or 
Look or the company publication 99 
you want him to read? 


WHO-—MX? 


Xvxn though my typxwritxr is 
an old modxl, it works quitx wxll 
xexpt fer onx of thx kxys. I wishxd 
many timxs that it workxd pxrfxctly. 
It is trux that thxrx arx forty-six 
kxys that function wxll xnough, but 
just onx kxy not working makxs 
thx diffxrxnex. 

Somxtixs it sxxms to mx that 
our own organization is not unlikx 
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my typxwritxr—that not all of thx 
kxy pxoplx arx working propxrly. 

You may say to yoursxlf, “Wxil, 
I am only onx pxrson. | won't makx 
or brxak an organization.” But it 
doxs makx a diffxrxncx bxcausx a 
sucexssful organization to bx xffxct- 
ivx rxquirxs thx activx participation 
of xvxry mxmbxr. 

So thx nxxt timx you think you 
arx only onx pxrson and that your 
xfforts arx not nxxdxd rxmxmbxr 
my typxwritxr and say to yoursxlf, 
“I am a kxy pxrson in our program 
and I am nxxdxd vxry much.” 

R. F. Harvie 
Club #604—D.7. 
Rosenburg, Oregon 


Reporter's Note: Clipped this humerous 
bit from May 1957 issue of the always 
interesting The Toastmaster, official pub- 
lication of Toastmasters International, 
Inc., published by Ted Blanding at Santa 
Ana, Calif. 


CAN ANYONE HELP 
ON THIS PROBLEM? 


In the November 1955 issue of 
The Reporter, on page 43, we printed 
the following item. Will you please 
read it again. 

* * 
Quiz of the Month 

How many of you can guess 
(without peeping) the name of the 
person who wrote the following? 


Fresh Light On Juvenile Delinquency 


Our youth now love luxury. They have 
bad manners, contempt for authority. 
They show disrespect for elders and love 
chatter in place of exercise. Children are 
now tyrants, not the servants of their 
households. They no longer rise when 
elders enter the room. They contradict 
their parents, chatter before company, 
gobble up their food and tyrannize their 
teachers. 


If you can’t guess, turn to page 
44 for the answer. 


From page 44: 


QUIZ OF THE MONTH 

Answer to Quiz of the Month on 
page 43: It was Socrates, writing 
in the Fifth Century, B.C. 

During the process of printing 
that issue of the magazine, someone 
left out the credit line. We had 
picked up the item from one of the 
many house magazines we read each 
month. And here’s what happened. 
One of our distinguished readers, 
who is also a famous speaker, picked 
up the item out of The Reporter 
and has used it in many speeches 
around the country. At a_ recent 
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meeting, a serious student of Greek 
philosophy challenged him on his 
Socrates quotation. Asked to prove 
that Socrates had said such words. 
The speaker appealed to us for help. 
We can't find the source either. The 
encyclopedia claim that Socrates 
never wrote a word. Quotations 
credited to him were written by 
others students of Socrates. 
The Home Book of Quotations has 
many Socrates sayings . . . but none 
about this juvenile delinquency busi- 
ness. So if any of our readers are 
Socrates experts please help 
us out on this case. 


WHAT'S THIS? 


One of the worst cases of badwill- 
building came to us this month. 
Couldn't believe it. A member of 
Congress (who shall remain name- 
less, but who was formerly a mail 
order operator) sent us a carbon of 
an irate letter he wrote to a certain 
of-the-month club cancelling his wife’s 
membership. Seems like his wife 
ordered the membership and the 
Congressman paid first bill by per- 
sonal check drawn on The Sergeant 
at Arms of the House. Some wise- 


Are? they 


is. 
Sen-Bak story." Write 
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SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 


A 


plication. 


PRICES NOW. 


PUNCHED CARD 
ECONOMY 
VERSATILITY 


from PUNCHED CARDS 
to a Wide Range of Material 


Scriptomatic addresses from easily 
pa CARD masters (IBM, 

emington-Rand, Samas or ledger 
or index cards) directly to Tape, 
Envelopes, Wrappers or Book- 


lets on one machine. Models 
for every addressing or data 
writing problem. 
Write for File, 
“Seriptomatic Methods” 


SCRIPTOMATIC, Inc. 
300 North 11th Street, Phila. 7, Pa. 


FOR YOUR MAILING LIST — 
A COMPLETE FULFILLMENT DEPT. 


A complete service from setting up 
your list through actual mailing, 
including preparation of Cheshire 
mailer strips, maintaining 
Addressograph, Pol'ard-Alling, 
Speedaumat, and Ell ott systems. 
For additional information write, 
call or teletype 
AMERICAN PRESS 

200 S. 7th, Columbia, Missouri 

Gibson 3-9731 — TWX, CLBA Mo. 262 


PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. 


LET FELINS CUT YOUR 


MAILING COSTS. WRITE FOR CIRCULARS AND 


FELIN 


3351 N. 35th St. 
Milwaukee 16, Wis. 


to cover cost of pack- 
OET SE 
FREE SAMPLE 


ART SERVICE 


Single issues sell fog $20.00, Your sample 
is a big value, on@ideafased can make 
you hundreds of dellgrs im extra returns. 
Now. the revised 1957 Clipper helps you 
design circulars. bulletigm, catalog pages. 
cover pages. adi, Bosters. house organ 
pages. in fact. @my Kind of printing —in 
color, too. of w easier-to-use 
ideas with e¥gry issu 


Published nthly. include 
Pontiac 


will help you turn your mailing 


lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with | 
TESTED 
| gathered from 20 years’ ex 


IDEAS and TECHNIQUES 
ience — to 


| bring you added profits year after year. 
j Step by step, this informative Book an- 


swers your questions and shows you how 
to find overlooked profits from your mail- | 
ing lists. 


Send today for your FREE 


| COPY of “How to Double Your Net 


Profits from Your Mailing 
attach ad to letterhead or business card. | 


Lists.” Just 


TYING MACHINE CO. 


| No obligation. | 

Dept. R-43 

| OIAY MAIL ORDER | 
LISTCSERVICE, INC. 

| Mail Order List Headquarters | 

1 38 Newbury Street Boston 16, Mass. 

| “Mosely vende the Checks” 


| 


cracker at the of-the-month club had 
written on the check, “Taxpayers 
money?”. . . and underlined it. 


The check, of course, came back 
to the Congressman with his month- 
ly statement from The Sergeant at 
Arms. He naturally blew his top. 
Anyone who knows Washington 
understands that Congressman can 
write checks against their salaries 
and standard expense allotments. 
These are itemized and deducted 
from the total of check Congressman 
receives for his services. It was a 
stupid and thoughtless thing to do 
and we have asked top ofhcers of 
the concern to investigate. Culprit 
could be traced from handwriting. 


Here is a case where a leading 
mail order concern has alienated the 
affections of one of the staunchest 
supporters of direct mail in Congress. 
Lord knows we sorely need such 
supporters. The Congressman con- 
cluded his cancellation letter with 
these words: “I am sending your 
check to The Reporter of Direct Mail 
Advertising as a museum piece herald- 
ing the start of a new technique in 
direct mail relations.” 


THIS? 
(A Campaign Against 
Window Envelopes?) 


Boyce Morgan’s outfit (1800 H 
St., N.W. Washington 6, D. C.) re- 
cently received a personal letter 
from a Florida subscriber who had 
not paid an invoice for the Better 
Business by Telephone _ service. 
Maybe the envelope industry will 
have to undertake a crusade to con- 
vince housemaids that window en- 
velopes are important. Here is the 
letter : 


Dear Miss Houbert: 

I am glad to get your letter. Your in- 
voice is in the hat for payment on next 
Friday, with the rest of the bills for 
the first of the month. 


Truth is stranger than fiction, I believe 
this now, for I have just got a new maid 
who has been throwing away all the en- 
velopes with windows in them until re- 
cently. She said that is what she does 
with them at home! She didn’t think, she 
said, that I wanted to be bothered with 
them!!! She is the same one who threw 
out a hand-carved lamp base which tem- 
porarily had no shade on it while I was 
having the shade re-covered. 


I have been enjoying the bulletins and 
wondered when | would be billed. But 
we know now so will keep it up after 
this. Sorry this happened. 


Regards, 


(Signed) Name withheld. 
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A GOOD STUNT 


An _ inveterate practical joker 
chanced upon a large number of 
copies of a long, incredibly dull 
book which contained no index. 
Since they were cheap, he bought 
a quantity of these books and mailed 
them anonymously to his friends 
with this accompanying comment: 

“I think you will find this book 
interesting, especially the references 
to you, which I hope you will not con- 
sider offensive.” 

—From April 1957 issue of 
The Advertiser's Digest 


COMPROMISE DEAL 


One of the young fellers on this 
company’s sales staff came back 
from his honeymoon earlier this 
month telling why he wasn’t wor- 
ried about future troubles with his 
bride. Seems a pact was made be- 
twixt the twain which went some- 
thing like this: 

The gal will make all the little 
decisions, and the groom will make 
all the big ones. “Sue,” said the 
young feller proudly, “will decide 
what kind of a car we'll get. how 
big a freezer we need, what the 
family budget will be. where we'll 
go on vacations, etc.” 

“I will decide about Nasser, the 
Suez Canal, what to do with Krus- 
chev, and who should play short- 
stop for the Milwaukee Braves!” 
—Clipped from Reflections, house maga- 

zine of The E. F. Schmidt Co., 3420 

W. Capitol Dr., Milwaukee 16, Wis. 


WATCH THOSE 
DUPLICATIONS 


During all the fuss over Post Office 
appropriations and postal rates, the 
one major thing that has soured part 
of the public against direct mail is 
the irritating and too-frequent dupli- 
cations on mailing lists. The irrita- 
tion was, of course, stimulated by the 
“junk mail” campaign of several 
years back. 

Our friend, Elias Roos of Jack’s 
Letter Service (Seventh Floor Brum- 
der Bidg., Milwaukee 3, Wis.) sent us 
an example which has them all beat. 
During a one-week period, he re- 
ceived eleven identical pieces of lit- 
erature from Excel Automatic Prod- 
ucts, Inc., 57 Twelfth Ave., Newark 
3, N. J. The pieces were all addressed 
to Elias’ firm but at different address- 
es, some of which were never occu- 
pied. The printed letter itself was not 
a very good example of mail order 

(Continued on Page 44) 
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SEND THIS COUPON! it will bring you \ 


complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
Chances are we have the BEST lists 
for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 


wit JADDERN INC. 


215 FOURTH AVENUE + NEW YORK 3, W. Y. 
PHONE: SPring 7-7460 
CHARTER MEMBER: National Council of 
Mailing List Brokers 


service is FREE. Simply send the coupes. | 


COST AND PRODUCTION TABLES 
OFFSET AND DUPLICATING LITHOGRAPHY 


by Fred W. Hoch 

This book contains hours, and dollars and cents values for photography, opaquing, 
stripping, platemaking, tusching, makeready, running, ink, washup, cutting, and 
folding. This information is given on twenty-one presses ranging in size from 10 x 14 
to 52 x 76 one and two-color presses. Nineteen tables are provided to give the 
dollars and cents values and production time allowances for all operations. 

48 pages .. . 8¥2 x 11. . . $5.00 plus 25c for postage and handling 
OTHER PUBLICATIONS . . . Offset Duplicator Techniques, $5.00 @  Estimat- 
ing Standards for Printers, $5.00 © Selling Printing and Direct Advertising, $5.00 


SAVE UP TO $5.00! 


Buy Cost and Production Tables Offset and Duplicating Lithography - - - plus any 
additional book listed, total $9.00 - - - plus any 2 additional books listed, total 
$12.00 - - - plus any 3 additional books listed, total $15.00 add 25c for postage. 


Fred W. Hoch Associates, Inc. © 461 Eighth Ave. © New York 1, N. Y. 


100M 8% x 11 


St., N. 


NEO-LITH PROCESS PRINTS LETTERS 


$3.25 per M 


$5.50 per M 
20 Ib. No. 1 Bond 


MAIL ORDER PROMOTION MANAGER | 


. . « To Develop Business Paper Circulation 


A New York publisher is looking for an experienced circulation man to assume re- 
sponsibility for the mail-order subscription program of two nationally known busi- 
ness papers. Position requires writing of new and renewal mail-order copy .. . 
supervision of list development and maintenance campaign planning and copy 
testing. A liberal budget offers the chance to demonstrate creative ability and 
planning ingenuity 

The man for this challenging opportunity may now be a circulation manager of a 
small business paper who is looking for a bigger job with a bigger future. He might 
be a promotion-minded advertising manager presently with an industrial company. 
He could be a direct-mail promotion man in the industrial field who wants to see 
his ability pay off in direct returns. For the man who can fill the bill there is 
a fine future with a well-established and expanding publishing company 
Position includes liberal vacation, insurance, pension and annual bonus arrange- 
ment. Salary is open and dependent on promotion and circulation experience you 
bring to the job. Send resume outlining in detail your age, education, business ex- 
perience, marital status, salary requirement and any other pertinent facts about 
yourself. Also indicate how quickly you would be available. Box R 414, 125 W. 41 


At Lowest Cost per Thousand 


Neo Printing Company, $2 Ises Lane, Hackensack, N. J. 


Send samples, order form and price list of Neo-Lith 
Process to: 


50 |b. Offset 


2 Colors 1 Side 


or 1 Color both 


FIRM NAME. 


10M 2 Color 


Letters or Letterheads 
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selling. Thought some of you might 
like to see it. 
Gentlemen: 
We enclose herewith complete data on our 
line which we feel may be of interest. 
You will find each item an exceptional 
value besides being UNCONDITION.- 
ALLY GUARANTEED and returnable for 
full credit within 60 days from shipment 
FOR ANY REASON WHATSOEVER. You 
are therefore taking absolutely no risk on 
ANY of our items. 
Trusting to have the pleasure of serving 
you, we remain 

Very truly yours, 

Excel Automatic Products, Inc. 

President 

(signed) 

We suggest to Mr. Gwoosh that it 
might be a good thing to (1) clean up 
his mailing list and (2) find someone 
to help him with the writing of his 
mail order copy. If he doesn’t, he will 
spend a lot of time “trusting to have 
the pleasure of serving you.” @ 


ABOUT TELEPHONE 
NUMBERS 


Reid Vance, executive secretary of 
the Printing Industry of Ohio, pub- 
lished the following item in his confi- 
dential bulletin of March 15, 1957, to 


BIG SAVINGS ON 
TABLOID PRINTING 


Many of America’s biggest com- 
panies have discovered this way 
to exciting savings on Tabloid- 
size printing. High quality, fast, 
one to four colors. Ideal for fly- 
ers, promotion pieces, catalogs, 
bulletins, ete. Send specifications 
for prices. 


SOUTHERN FARMER, INC. 


( 


Direct Mail and Mail Order 


COPY 


@ thot makes SENSE 
@ thot mokes SALES 
@ thet mokes BUYERS want 
to do business with you. 
Write me about your plans 
or problems 
All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards .. Dartnell Gold Medal . 
Editor of IMP, “The world’s smallest 

house organ” 


| 


Made to ordur-ene ofa hind 
PRINTED SIGNS ¢ 


AND PRESENTATIONS 


wart ror CATALOG 


Post Office Bex 90) L | News Newark 
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members. Since it isn’t “confidential,” 
we will republish it with a big, loud 
amen! 

items To Note 

From an advertisement of the Bell Tele- 
phone System: 

“These competitive days it’s a good idea 
to have your telephone number on your let- 
terheads, in your advertisements, and on 
business cards, invoices and any other forms 
that go outside your company. 

“That way, there’s no question or delay 
when an out-of-town prospect or customer 
wants to call you. 

“You'll find that displaying your “tele- 
phone address’ pays two ways: 

1. It put you as close to your customer as 
the telephone on his desk—and thereby 
helps you give him quicker, more personal 
service. 

2. It invites new orders from out-of-town 
customers—at little or no selling cost to 
you. 

“If you're not already using this idea in 
your company, why not start right now It’s 
good business.” 

Isn't this a good suggestion. As one who 
uses long distance frequently we certainly 
like to have the phone number listed, as a 
time saver combined with the added incen- 
tive to call . . . especially since direct long 
distance dialing will soon be available in 
many cities. 


Additional Note: We 


Reporter's 


RETAIL And 
MANUFACTURING 
EXECUTIVES 


Looking for upper income prospects? 
Fairchild Mailing List Division offers top- 
quality, highly selective lists of executives 
in the retail and manufacturing fields. 
Fairchild executive lists include depart- 
ment store presidents, vice presidents, 
merchandise managers, buyers, as well as 
retail store owners throughout the 
country. 


Fairchild executive lists channel your 
direct mail to a market with the highest 
possible profit potential . . . top echelon 
people with ability and authority to buy. 


For further details or list data, write or 
phone today. 


MAILING LIST DIVISION 


FAIRCHILD PUBLICATIONS 
7 East 12 Street New York 3, N. Y. 
Algonquin 5-5252 


have been yammering about the ab- 
sence of telephone numbers on letter- 
heads for the past 20 years, but the 
crusade has made too little progress. 
Big firms seem to think they will look 
bigger if they don’t inc -lude their tele- 
phone number. Small firms take the 
hint and do not include their tele- 
phone number, thinking perhaps they 
may look bigger. We find such cases 
all the time. It is getting more and 
more important to show a telephone 
number on your letterhead no matter 
how big and important you are. Make 
it easy for anyone to get in touch with 
you at a moment’s notice. @ 


Attention, Editor! 


It might be a good idea for all edi- 
tors to follow the style of a busy Ca- 
nadian newspaper editor. In a small 
box on the front page, you read: 

“You may notice some typographi- 
cal errors in this paper. They are put 
in intentionally. This paper tries to 
print something for everyone, and 
some people are always looking for 
mistakes.” — 

From the March 1957 issue 
of The Companion, published by The Fran- 
ciscan Fathers, Mt. St. Francis, Ind. 


Printers, Attention! 


The following interesting information 
was picked up from The Typothetan 
(weekly bulletin of Graphic Arts 
Assn. of Washington, D. C., Inc., 319 
Tower Bldg.). George Mallonee is 
executive secretary and editor. 
Customers “Pet Peeves” 

A recent survey made of printing cus- 
tomers in Kansas City, indicated that the 
“peeves” against printers and their services 
were “little things.” All firms would do 
well to review the list and impress on all 
plant personnel the importance of attention 
to details and courtesy. 

The list of “gripes” is as follows: 

1. Discourteous or careless reception in 
person or on telephone. 

2. Indifference to telephone and mail 
communications. 

_ 3. Failure to acknowledge orders or con- 
firm purchases. 

4. Orders improperly filled, and _pack- 
ages carelessly wrapped or carelessly 
marked. 

5. Failure to notify customers of impend- 
ing delays. 

6. Failure to recommend economies. 

7. Failure to act promptly and courte- 
ously on claims and complaints. 

8. Improperly filled-out shipping papers 
and delivery receipts. 

9. Failure to correctly spell individual 
and firm names and to use titles of indi- 
viduals. 
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Rates $1.35 per line 85¢ Situation/Help Wanted Minimum 4 lines 


Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ADVERTISING 


ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed. 
POLLARD-ALLING—3 line proofed and linked 
$25.00 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Lovis 3, Mo. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


FOR SALE 


5 Hooven Automatic Typewriters, AC Model 
X, Underwood #6, elite. 2 manual perfora- 
tors. 

CROWN ELECTRONICS 


137 Liberty St. 8. ¥. C. 


Pollard-Alling Equipment 
Eliminating Pollard-Alling system. Have va- 
riety of equipment including Reliefographs, 
Addressers, KX Listers, Rewinders, Reels, and 
24-reel Stee! Roller Cabinets. Priced for quick 
sale. Inquire F.C.A., 381 West Center Street, 
Marion, Ohio. 


COPY THAT PULLS 


Winner DMAA, Sales Management and other 
awards offers part time or free lance counsel 
and copy. Sound merchandiser gets results. 
Write Box 71, The Reporter. 


DIRECT MAIL EQUIPMENT 


Rebuilt & Guaranteed Addressograph-Speed- 
aumat-Elliott Addressing Machines. Grapho 
types - Cabinets - Trays - Plates - Frames. Mimeo- 
graphs -Multiliths-Postage eters -Tyers - etc. 
Surplus Equipment. 

James Eckstein 
326 B’way N. Y. 7, N. Y. HAnover 2-6700 


EQUIPMENT FOR SALE 


CHESHIRE MODEL P cross-feed mailing ma- 
chine complete with 18’ conveyor, spare parts, 
motor, etc., built 1953. Excellent condition— 
used very little—reasonable. Lemarge Mailing 
Service Co. 417 S. Jefferson St., Chicago 7, 


LISTS 


Direct Mail Proven Buyers. Over 790,000 Alpha- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


CANADA'S BEST MAILING LIST 
275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


JULY, 1957 


TYPE FOR OFFSET 


Save with FOTO-FONTS. Unit cost per font— 
now only 15¢! Easy to set and align—sharp- 
est reproduction. Free ples and detail 
A. A. Archbold, Publisher, Box 20740-K, Los 
Angeles 6, Calif. 


TECHNICAL ILLUSTRATOR 

Parts Catalogs and Service Manuals 
Competent staff of three artists and photog. 
rapher capable and experienced in illustrat- 
ing and the mechanics of parts catalogs. Line, 
dry brush and photo retouched drawings of 
schematic and perspective views taken from 
either blueprints, actual parts or sketches. 
Inquiries invited from art and advertising 
agencies or direct with consumer. 

KENERSON DESIGN STUDIO 

P.O. BOX 224 BARRE, VERMONT 


SITUATION WANTED 


Jr. Exec. 10 years Graphic Arts, mail order, 
direct mail, client liaison, lettershop produc- 
tion. Responsible man wants responsibility and 
challenge. Presently West Coast. Write The 
Reporter, Box 72. 


Coxhead Vari-typer, reconditioned, llent 
condition. Model DSJ, with 8 new fonts of type. 
A real bargain. Sword of the Lord Foundation, 
Wheaton, Ill. 


1 inserting and mailing machine. Four station 
standard. A-C current. Good operating condi- 
tion. Price $2200. Write Box 73, The Reporter. 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 


Retailers-Wholesalers-Manufacturers 
Banks-Churches-institutions 
Choice of 350 Other Lists 


“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 


Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


MAILING SUPPLIES 


CARBOFF .. . 3 x 5 Index Cards for mak- 
ing copies of mailing lists . . . while address- 
ing envelopes or letter. Self-copying, carbon- 
less—$1.70 per 1,000 f.0.b. Rochester, N. Y. 
Also CARBOFF self-copying papers. Samples 
and prices on request. 
Waxon-Carboff, Inc. 
8 Commercial St. 
Rochester 14, N. Y. 


HELP WANTED 


MAIL MAN (or lady) 


Direct Mail Specialist with proven ability to 
create, schedule, produce, and handle all de- 
tails of direct mail programs to industry. We 
want a young, ambitious person with direct 
mail SELLING experience, capable of ferreting 
out prospects, presenting our line to them ef 
fectively, arousing their interest and turning 
the minto customers, ALL BY MAIL. Midwest 
metropolitan location. Write: The Reporter, 
Box No. 74. 


Executive Contact man with a broad back- 
ground in The Direct Mail Field. Must know 
and call on New York's leading direct mail 
men with a stable, prestige direct mail prod- 
uct. Salary structure is open. Resume to Box 
No. 75, The Reporter. 


WANTED 


Distributors. Patented $2.98 stationery neces- 
sity. 200% PROFIT. No investment. We drop- 
ship. LEVINE’S, 15-R Boulevard Station, N. Y. 59 


MAILING LISTS—220,000 carefully selected 
names in the Agricultural Field. Individual 
lists of Potato Growers, Tomato Growers, 
Corn Growers and many others. Ideal for 
firms wishing to contact leading growers and 
dealers. For details write: Macfarland Co., 
Box 142-D, Westfield, N. J. 
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LISTINGS ONE LINE PER ISSUE, $18.00 
PER YEAR. UNDER SPECIAL HEADINGS, 
$24.00 PER YEAR. 


ADORESSING 
Address-O-Rite Stencil & Mach. Co., Inc 64 W. 23 St.. N.¥.C. 10 (OR 5-3240) 
Creative Mailing Service, Inc 460 N. Main, Freeport, N. Y¥. (FR 9-2431) 
Merit Mailers . 26 Sterling Street, East Oran N. J. (OR 2-3900) 
Susser Typing & Mail Serv...70-01 Queens Bl., Woodside 7 Y. (NE 9-7500) 
ADDRESSING MACHINES 
Addressing Machine & Equip. Co. 326 Broadway, N. Y. 7. N. Y. (HA 2-6700) 
Approved Business Machines Co.,.19 Hudson St., New York 13, N. Y. (CA 6-6233) 
Elliott Addr. Machine Co. . 155A Albany St.. Cambridge 39, Mass. (TR 6-2020) 
Mailers’ Equipment Co oes 40 W. 15th St.. N. ¥. 11, N. ¥. (CH 38-3442) 
Saver & Wallingford 143 W. Broadway, N. Y. 13, N. ¥. (WO 4-0520) 


ADORESSING — TRADE 
Flushing, New York (HI 5-3191) 
..91-71 St., Richmond Hill 8, N. ¥. (V1 6-5322) 
.70-01 Queens Woodside 77, N. (NE 9-7500) 


ADVERTISING ART 

P. O. Box 20740, Los Angeles 6, Calif. (RI 9-9062) 
Multi Ad Services 100 Walnut Street, Peoria, Illinois 
Harry Volk Jr. Art Studio, 1401 N. Main St., Pleasantville, N. J. (PL 4620) 


AOVERTIONS MATCHES 
. 3433-43 48th Chi, 32, (VI 71-2244) 


ADVERTISING SPECIALTIES 

Chicago Advertising Specialties Co. 5754 W. Irving Park Ra, Chi. 34, Ill. (AV 3-4122) 

Gettier-Montanye, Inc ..Glyndon, Maryland (REisertown 842) 
Jerry Hawk Advertising Specialties 

15 Cleveland Ave., Canton 3, Ohio 


Addressing Unlimited 
Belmar Typing Service, 
Susser Typing & Mail. Serv 


A. A. Archbold, Publisher, 


Match Corp. of America 


(GL 6-4541) 


ANALYSIS, PLAN. LIST t! RESULT 
Troy M. Rediun, T. & D. Rodlun, N.W., Wash. 6, D.C. (RE 7-3433) 


AUTOMATIC MACHINE-ADDORESSING SERVICE 
Charlotte Letter Writing Co., Inc 101 Wilder Bidg., Charlotte, N. C. (FR 6-3550) 
Merit Mailers ° 26 Sterling Street, East Orange, N. J. (OR 2-3900) 


TYPEWRITING 
Great Neck Letter Service. ... ticks Lane, Great Neck, N. Y. (GR 2-8843) 
Westbury Letter Service 2001 Wellington Court, Westbury, N. Y. (ED 4-2383) 


BOOKS 

Art & Teh. of Photo Eng. Horan Eng. Co ...44 W. 28, N.Y¥.C. 1 (MU 9-8585) 
Fred W. Hoch Associates, Inc 461 Eighth Avenue, New York 1, N. Y¥ BR 9-0238) 
Metiraw-Hilll Book ¢ 190 West St., New York, N. ¥ la 4 3000) 


KMeporter of Direct Mail ..224 Tth, Garden City, N 
Dogs That Climb Trees -» 100 
Mow To Get The Right Start in Direct. Advertising 
How To Think About Direct Mail ceccccescoseece 1.00 
How To Think About Letters .... cee 1.00 
How To Think About Readership of Direct Mail .... oe os Oe 
How Direct Mail Solves Management Problems 
How To Think About Showmanship in Direct Mail .. wa 1.00 
How To Think About Mail Order conecee . 1.00 
How To Think About Production and Mailing .... -.» 1.00 
The Piain Jane of Direct Mail “ 
How To Think About Industrial Direct Mail .. -. 3.00 

CALENDARS, ART AND BUSINESS 
Gettier-Montanye, Ine Giyndon, Maryland (REisertown 842) 
CATALOG PLANNING 
Catalog Planning Co. oe 101 W. Sith St., N. Y. 19, N. ¥. (PL 17-1967) 


a STATIONERY 
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The Newbern Company W. Main St., Arlington, Texas (AR 5-2207) 


COPYWRITERS (Free Lance) 


Van Nuys, California (ST 6-5537) 


Gienn L. Anderson T442 Hazeltine Ave 
lao Bou Jt Jackson Bivd., Chi. 4, Ali. (HA 7-¥1ST) 
Urville BE. Keed 106 N. State St.. Howell, Mich. (Tel: 65) 


Alfred Stern .... c/o D&D Room 212, 147 W. 42nd St. N. Y. 36, N.Y. (BR 9-8300) 


DIRECT MAIL AGENCIES 
6ul 


Ahrend Associates, Inc Madison Ave., N. Y¥. C. 22, (PL 1-0312) 
Homer J. buckley eeeen 108 N, State St., Chi. 2, Ill. (Bt 2-5336) 
The Buckley Organization Phila. National Bank Bidg.. 

Mail Service Corp 12 BE. 46th St.,. New York 17, N. ¥ 


Chase Dire 
James Connell & Assoc... 606 Mills Bidg., 
Dickle-Raymond, lu ‘ 470 ‘Atlantic Ave., Boston 10, Mass 
Dickie-Kaymoud, Inx 25 Park Ave., N. Y. 17, N. ¥. (MU 4 3610) 
Direct Advertising Associates..21 East 40th Street. New York 1, N. Y. (OR 9-0638 
Direct Mail Services ‘ 175 Luckie St., N. W., Atlanta 3, Ga. (JA + 3398) 
Duffy & in 918 N. 4th St., Milwaukee 2, Wis, (BR 52) 
General Office Service, Inc. .527 6 St N. W., Washington 1, D. C. (NA ;. 5348) 
Graphic Service Talbott Building Dayton 2, Ohio (HE 4-133) 
Harrison Service Inc 2 0th Street, New York 22, N. Y. (PL 1-2820) 
Hickey-Murphy Div. of James Gray, Inc 216 BE. 45th St.. N. ¥. C. 17 (MU 2-y000) 


Wash. 6, D. C. 


John M. Lord & Co. ° 11 Beacon St., Boston 8, Mass. (LA 3-6545) 
Merit Mailers ....... ... 26 Sterling Street, East Orange, N. J. (OR 2-3900) 
R L. Polk & Co. ° 431 Howard St.. Detroit 31, Mich. (WO 1-9470) 


Reply-O Products Co. 
Responda-Letter ...... ll 
Responcda-Letier Fifth Avenue, 
Richardson - Shaw Inc., .15555 W. MecNichols Rd., Detroit 35, Mich. (BR 3-3955) 
The Rylander Co 216 W. Jackson Blvd . Chicago, TIL (RA 6-4760) 
Maxwell Sackheim & Co., Ine. 545 Madison Ave., N. Y. 22, N. ¥. (PL 1-3151) 


Sangamon St., Chicago 7, I. (MO 6-9878) 


1 

Central Park W., N. Y. 23, N. Y. (CI 5-8118) 
6 

New York 36. N. ¥. (MU 17-6359) 


Sales Letters, Inc. 153 W. 23rd St.. N, ¥, C. (WA 
Sande Rocke & Co., Ine 0° 91 7th Ave.. N. ¥. C. 11 (WA 
J. B. Sands & Company “6 Brighton ‘Ave., Boston 34, Mass. (ST 
The Smith Company . 67 Beale St.. San Francisco, Calif. (SU 
Lieyd F. Wood Associates ...1640 Wisc, Ave., N. W., Wash. 7, D. C. (CO 
DIRECT MAIL CONSULTANTS 
James Connell & 606 Mills Bidg.. Wash. 6, (st 
Lawrence Lewis & Assoc, ....... 175 Sth Ave., N. ¥. 10, (OR 
Peter L. Shugart ...........+ .. 2390 W. Pico Bivd., L. A. 6, (pu 
William E. Smith............ -eeee28 Devon Road, Darien, Conn. (DA 
DIRECT MAIL EQUIPMENT 
Auto- Typist 2323 N. Pulaski R.. Chicago 39, Ill. (EV 
Cheshire Mailing Machines Inc Honore St., Chicago 22, 
Commercial Controls Corp. (Justowriter Leightor Ave., Ro mesten 


Felins Tying Machine Co. .3351 N. 35th ae. Milwaukee 16, Wis 


National Bundle Tyer Co. eccoseccseces Blissfield, 
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Pitney-Bowes, Inc oes Stamford, Conn 2621) 
Seriptomatic, Inc N. ith St, Phila. 7, Pa. (WA 2-4213) 
Seal-O-Matic Machine Mfg. Co .145 Hudson St., N.Y.C. (WA 5-0690) 
DIRECT MAIL PRE- —4 og 
Encore Color Process.............++ 2 East 19th St., N. Y. Y. (AL 4-3502) 
ELLIOTT STENCIL CUTTING 
Allee Business Service, Inc., 32-15 33rd St., Long Isiand City 6, N. Y. (AS 8-4302) 
Clear Cut Duplicating Co..... ........ 149 Broadway, N. Y. 6, N. ¥. (CO 7-8247) 
Creative Mailing Service J .460 N. Main 8t., rt. N. ¥. (FR 8-4830) 
Swanson Direct Mail Service .........--sceeceeeesceee Gloucester, Mass. (821-R) 
ENVELOPES 
American Envelope Mfe. Corp. ..60 Beekman St., N. Y. 38, N. Y. (WO 2-5040) 
The American Paper Products Co....... ~seee+ East Liverpool, Ohio (FU 5-4240) 
Atianta Envelope Uo. ...........- P. O. Box Atlanta 1, (TR 6-3686) 
Berlin & Jones Co., Inc. 1 (WA 4-4400) 
The Boston Envelope Co. Dedham, (FPA 5-6700) 
005 2412 17th St.. N. W., W dD. 
Samuel Cupples Envelope Co. ..360 Furman 8St., Brooklyn 2, N. Y. (TR 5-6285) 
Cupples-Hesse Corp. ... 1483 Keosauqua Way, Des Moines i4, Iowa (AT 8-5737) 
Cupples-Hesse Corp. ..8633 Michigan Ave., Detroit 16, Mich. (TA 6-7360) 
Cupples-Hesse Corp. . 4175 N. Kingshighway, St. Louis 15, Mo. (EV 3-3700) 
Curtis 1000 Inc. .......... 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1221) 
Detroit Tullar Envelope Co., ....2139 Howard St., Detroit 16, Mich. (TA 5-2700) 
Garden City Envelope Co...... 3001 N. Rockwell St., Chi. 18, Ill. (CO 17-3600) 
Gaw-O'Hara Envelope Co. Sacramento Bivd., Chi. 12, (NE 8-1200) 


The Gray Envelope Mfg. Co........ 
Heco Envelape Co. ......... 
Quality Park Envelope Company. . 
Rochester Envelope Co. 


72 Clarissa St., Rochester 14, N. ¥ 


Como Ave., St. Paul 1, Minnesota 
(HA 2404) 


The Standard Envelope Co (i600 E. 30th St., Cleveland 14, O. (PR 1-3960) 
Tension Envelope Corp .19th & Campbell Sts.. Kansas City, Mo. (HA 1-0092) 
Tension Envelope Corp. ... X Fifth Ave., N. Y. 36, N. Y. (MU 2-4644) 
Transo Envelope Co. ..... 35 2 N_ Kimball Ave Chicago 18, Ill. (IR 8-6914) 
Transo Envelope Co ....22 Monitor St., Jersey City, N. J. (HE 4-1587) 
United States Envelope ‘Co. .. Springfield (RE 6-7211) 
United States Envelope Co. ..... 217 Broadway, N. Y., Y. (BA 7-5700) 
Wolf Detroit Envelope Co. ...... 14760 Dexter Bivd., Detroit 32, Nanich, (DI 1-2221) 
ENVELOPE SPECIALTIES 
Curtis 1000 Inc. .....150 Vendorbits Ave.. W. Hartford 10, Conn. (JA 2-1221) 
Du-Plex Envelope Corp. on 026 Franklin Bivd., Chi. 12, Il. (NE 8-1200) 
Garden City Envelope Co. N. Rockwell St.. Chi,, 18, Ill. (CO 7T-3600) 
Heco Envelope Co. ....... 4500 Cortland St., Chi. 39, TI. (CA 17-2400) 
The Sawdon Company, Inc 480 Lexington Ave., N. Y. 17, N. Y. (PL 5-2516) 
Tension Envelope Co. ..... 19th & Campbell Sts., Kansas City 8, Mo. (HA 1 2) 
The Wolf Envelope Co. .....1749-81 E. 22nd St., Cleveland 1, 0. (PR 1-8470) 
FOREIGN MAILINGS 
Sande Rocke & Co., Ine. .....cceeessees 91 Tth Ave., N. Y¥. C. 11 (WA 4-1551) 
Henry Webel & Thornycroft, Scarsdale, N. 
IMPRINTERS — SALES LITERATURE 
Merit Mailers ........see0e. 26 Sterling Street, East Orange, N. J. (OR 2-3900) 
INSERTING SERVICE — AUTOMATIC MACHINE 
Automatic Mailing Service. . 829 Newark Ave., Elizabeth, N. J. (BL 4-3887) 
Bonded- Nationwide. ............. 753. 4th Ave., Brooklyn 32, N. Y¥. (SO 8-4819) 
Coupon Service Corp. ............ 37 East 18th St.. N. Y. 3, N. ¥. (OR 83-0160) 
Advertising Service . Hillen Rd.. Towson 4, Md. (VA 3 7290) 
Mailings Incorporated. . 55 West 13th St New York 11 Y. (WA 99-5188) 
Mailmen Incorporated......... 37 Cottage Row, Glen Cove, N. Y. (OR 6-0460) 
Merit Mailers ..... 26 Buerling Street, East Orange, N. J. (OR 2-3900) 
West. Emp. Dir. Adv ..612 Howard St.. San Francisco 5. Calif. (GA 1-8500' 
INVISIBLE INK LETTERS & POST CARDS 
Sande Rocke Co., Inc... 91 7th N.¥.C. 11 (WA 4-1551) 
“a 
Potdevin Machine Co..........+.+0++ ‘orth St., Teterboro, N. J. (HA 8-1941) 
LABELS 
Dennison Mfg. Co. Framingham, Mass. (TR 3-3511) 
M. E. } 3, Conn. (JA 2-6505) 
Mu Y. N. ¥. (BA 17-7771) 
Tompkins Label’ Service ...... 1518 Walnut "at, *Pitladelphta’ 2, Pa. (PE 5-6999) 


THE REPORTER OF DIRECT MAIL ADVERTISING 


| 7 
Dir Mal 
-2680) 
| 6 
9042) 
0) 
q 
4 
+7. 


GADGETS 


W. 45th St., N. Y. 36, N. ¥. (JU 2-2186) 
Robert Straub & Co. .......... lll we gk Bivd., Chicago 4, Ill. (WA 2-1881) 
LETTERHEADS 
Brunner, Inc., Printers-Lithographers, 1010 Jefferson Ave., Memphis, Tenn. (BR 2355) 
Woodbury & Co., Inc. ...... Chadwick Square, Worcester 5, Mass. (PL 4-1721) 
LETTERS 
Responda-Letter ............ 411 8S. Sangamon St., Chicago 7, lll. (MO 6-9878) 
Responda-Letter ........... 520 Fifth Avenue, New York 36, N. Y¥. (MU 7-6359) 
LIST FULFILLMENT SERVICE 
ccc 200 S. 7th, Columbia, Mo, (GI 3-9731) 


MAIL ADVERTISING SERVICES (Lettershops) 


CHICAGO 

Doolittie & Co., Inc. ...820 N. Dearborn St. (10) (SU 7-1722) 

Mepass Letter Service 29 So. Wabash Ave. (3) (CE 

CLEVELAND 

Cleveland Letter Serv., Ime. .........55- 740 W. Superior, (13) (SU 1-8300) 

Robert Silverman, inc ecee 0 Ontario Street, Cleveland 3, Ohio (CH 1-6575) 

DETKOIT 

Aavertising Distributors of America, Inc... 834 Bagley Avenue 

Advertising Letier pdervice ... 930 Jefferson Bast, (7) (LO 

6th Floor Marquette Bidg. (26) (WU 3-0588) 
rencbegncesensesce ..431 Howard St. (31) (WO 1-9470) 

East ORANGE, new JERSEY 

26 Sterling Street (OR 2-3900) 

Autlomauc Mailing Service. 820 Newark Ave., Elizabeth, N. J. (EL 4-3887) 

HOUSTON 

Premier Printing & Letter Serv. .......... ..620 Texas Ave., (2) (CA 7-4145) 

LOS ANGELES 

Krupp's Adv. Mailing Serv.............«00«. 2390 W. Pico Bivd. (6) (DU 5-5421) 

MARION, OHIO 

381 W. Center St. (Tel: 2-1187) 

UKEE 


a Corporation 1319 North Third St., Milwaukee 12, Wise. (BR 6-4246) 
MONTREAL, CANADA 

Commercia: Letter & Litho Inc..... 
NEWARK, NEW JERSEY 


359 St. James St. West (AV 8-0297) 


Automatic Mailing Service Inc. ....... .....560 Belmont Ave., (5) (TA 
NEW YORK ciT 
Advertisers Mailing Serv., Inc. ...45 W. 18th St. (AL 3 


Ambassador Letter Serv. Co. ou Stone St., (4) (BO 


Cardinal Dire t Mail Corp 


4 
Chase Direct Mail Service “Corp 12 EB. 46th St., New York 17, N. ¥ MI 


Mailings Incorporated......... one WA 

Mary Ellen Clancy Uo. ...250 Par (YU 

Coupon Service Corp 37 (OR 3-0160) 

Elite Letter Co., Ine. ..... ll W. (PE 6-1462) 

Lette? Bere. Camp. “43 East 19th St, (3) (AL 4-0174) 

PHILADELPHIA 

Connelly Organization, Ine 1010 Arch St., (7) (MA 17-8133) 

Woodington Mail Advertising Serv. 1304 Arch St.. (7) (RI 6-1840) 

PITTSBURGH 

Adverisers Associates Inc. .......... .1627 Penn Ave., (22) (AT 1-6144) 

ROCHESTER 

South Ave., (4) BA 5-6340) 

SAN FRANCISCO 

The Letter Shop .,.......- ident 67 Beale St. (SU 1-6564) 

WESTFIELD, NEW JERSEY 

Union County Business Bureau... 7 Elm St. (WE 2-8393) 

OSLO /NORWAY 

MAILING LISTS — BROKERS 

Archer-Bennett List Service, Inc.....140 W. 55th St., N. ¥. 19, N. ¥. (JU 6- sree) 

Barbara H. Boynton & Staff ..444 Market St., San Francisco 11, Cal. (YU 6-2 

George Bryant & Staff 71 Grand Avenue Engilewood, N. J. (LO 7 

George Bryant & Staff 122 East 7th Street, Los Angeles 14, Calif. (VA 9868) 

The Coolidge Co 6 East turd St., ©. 10 (AL 

Dependable Mailing Lists Ine. ‘ 381 4th Ave., N. Y¥. C. 16 (MU 4-4991) 

Walter Drey, Inc ..3833 N. Michigan Ave., 4 1, Lik (PI 6-4180) 

Walter Drey, Inc oss 257 4th Ave., N. ¥. N. ¥. (OR 4-7061) 

Dunhill Int'l List Co., Inc.... 55 East Washington St. Chicago 2, Ill. (DE 2-0580) 

CO. 160 Engle St., Englewood, N. J. (BR 9-0461) 

Lewis Klieid Co . 25 West 45th St New York 36 ¢ 

Willa Maddern, Inc. ° 215 4th Ave., N. Y¥. 3, N 

Mosely Mail Order List Serv 38 Newbury St., Boston 16, } 

Names Unlimited, Ine 352 Fourth Avenue, New York 10, N 

People in Places. Inc ...167 East 33rd St.. N. Y. 16, 

William M. Proft Associates 585 Main St., East Orange 

Roskam Advertising 1430 Grand, Kansas City 6. Mo. (HA 1 6469) 

Sanford Evans & Co., Ltd., 156 Lombard Ave Winnipeg 2, Manitoba, Can. (92-2151) 

William Stroh, Jr ~s+s..568-570 S4th St.. West New York, N.J UN 4-4800) 

James EF. True Assoc. . 419 4th Ave XX. ¥. 16, N. Y¥. (MU 9-0050) 


World Wide Services .. 520 Sth Ave., New York 36, N. ¥. (MU 2-5844) 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE: COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OF COMPILERS & OWNERS 


Direct Mail Users (Reporter of DM) 
Dog Owners List Over 2,000,000 (Western Empire) 
Fund Raising Lists .(Wm. M. Proft Associates) 
New Car Buyers . Midwest and Western States........ (Gile Letter Service) 
Pet Shops, 4000; Pet supply jobbers, 150; Cat breeders, 6M (All Pets) 
Public Relation & Promotion Lists .+«--.(Wm, M. Proft Associates) 


MAILING LISTS — COMPILERS & OWNERS 


Active Equipment Supply ......1308 Jericho Tpk., New Hyde Fe. % Y.(FI 3- es) 
Albert Mailing Lists . eee 120 Liberty St., N. ¥. tE 2- 
Allison Mailing Lists Corp 806 Lexington Ave., N. Y. ‘31, “x. 
All-Pets Magazine, Inc P. 0. Box 151, Fond du Lac, Wisconsin (WA 2-0080) 
Associated Advertising Serv..... 613 Willow St., Port Huron, Mich. (YU-5-7773) 
Bodine’s of Baltimore ......... m=, E. Preston St., Baltimore 2, Md. (VE 7 osee) 
Bookbuyers Lists ........... e6e0 3 Broadway, N. Y. 13, N. ¥ 

Boyd's City Dispatch, Ine. 220 E. 23rd St., N. ¥. 10, N. Y¥. 
Buckley-Dememt ........... Jackson Bivd., Chicago 6, LL 

Catholic Laity Bureau _ West 45th St.. N. ¥. 36, N. ¥. 

Creative Mailing Service ‘. Main St., Freeport, N. Y. 

Walter Dray, Ime. 333 Michigan Ave.. Chi, 1 Ill. 

Walter Drey, Inc. Ave., N. ¥. 10, N. ¥. 


Dunhill International List Co 
Drumeliff Service, 
E-Z7 Addressing | Serv .83 V ashington s N. 

Fairchild Lists, Fairchild ‘Pubs., Inc...7 E. 12th St., New York, N. ¥ 
Gale Research Co 424 Book Tower, Detroit 26, Michigan (wo 1 9085) 
Gile Letter Service..723 Third Avenue South, Minneapolis 2, Minn. (FE 3-3471) 


Fifth Ave., N.¥.C. 17 
d. 


Webster, Mass. 


JULY, 1957 


Fritz 8S. Hofheimer ..........- 
Industrial List Bureau .. 
Jewish Statistical Bureau 


Y. 10, N. ¥. (OR 4-6420) 
‘Webster, Mass. (WE 2780) 
w York 7, N. ¥. (BE 83-4239) 


Mailing Service, Inc. 
E. Corner 40th & Ludlow Streets, Philadelphia 4, Pa.......... (E 

Mailmen Incorporated. ........ 37 Cottage Row, Glen Cove, N. Y¥. 
Market Bur..... 11834 Ventura Bivd., N. Hollywood, Cal. 
Merit Mailer ...26 Sterling Street, East Cunage, N. J. 
Official Catholic Directory - ee 12 Barclay St., N. ¥ N 
Palmer Lists 2432 Grand Concourse, N ¥.c. 
Paramount Mailing Lis 17-14 188th St., Flushing 67, N. Y. 
KR. L. Polk & Co eaaceeeseeess 481 Howard St., Detroit 31, Mich. 
W. 8. Ponton, Inc........++++++5> 44 Honeck St., Englewood, N. J 
Precision Equipment Co... . ..3716 Milwaukee Ave., Chicago 41, Ill 
William M. Proft Associates 585 Main St., East Orange, N. J 
R. L. Rashmir 11834 Ventura Bivd.. N Hollywood, Calif. 
Reporter of Direct Mail Ady . 24 Tth St., Garden City, N. Y¥. 
Research Projects, Inc “West 13th St., New York, N. Y. 
The Speed Address Co. .... 48-01 42nd St., Long Island City 4, N. Y. 
William Stroh, IJr........ 568-570 54th St., West New York, N. J 

BE. Watson Corp ..23 Hanse Ave N. ¥ 3 
Zeller and Letica, Inc........ ..++ 15 East 26th St., N. ¥. 10, N. y (MU 5-6278) 


MAIL ORDER AGENCIES 
James Connell & Ass00.........-000. 606 Mills Bidg., Wash. 6, D. C. (ST 3-1732) 


MAIL 
James Connell & Assoc........... Mills Bidg., Wash. 6, D. C. (ST 3-1732) 
Herbert L. Kellner & Associates, 431 ry Wabash Ave., Chicago 5, Ill. (HA 7-4144) 


Pollard-Alling Mfg. Co.,........ ll, N. ¥. (CH s. 0692) 


MATCHED STATIONERY 
Tension Envelope Corp. ....... 19th & Campbell Sts., Kansas City, Mo. (HA 1-0092) 


MERCHANDISE FOR DIRECT MAIL 
Sioan-Ashland Div. Elec. Eng. Prod.......Mdse. Mart, Chicago 54, Ill. (DE 71-0717) 


MACHINE 
Addressing Machine & Equip. Co. . 326 Broadway, N. Y¥. 7, N. Y. (HA 2-6700) 


SUPPLIES 


Chicago Ink Ribbon Co........... S. Wells Street, Chicago 6, Ill. (ST 7800) 
55 Fulton St., N. ¥. 7, N. ¥. (BE 3-1487> 
OCCUPANT MAILING L16T6—LOCAs. & NATIONAL 
Advertising Distributors of America ue 834 Bagley Ave., Detroit 26, Mich. 
Merit Mailers St., East Orange, N. J. (OR 2-300) 
West. Emp. Dir Adv. Co. . 612 Howard St., San Francisco 5, Cal. (GA 1-8500) 
orresr - MIMEOGRAPHING 
Surety Letter Service ...... .. 7 East 42nd St., N. ¥., N. ¥. (MU 2-5877) 

CAGKAGING 


37 East 18th St., N. Y. 3, N. ¥. (OR 3-0160) 
26 Sterling Street, East Orange, N. J. (OR 2-3900) 


PAPER MANUFACTURERS 
American Writing Paper Corp.. 


Coupon Service ome. 
Merit Mailers ° 


jolyoke, Mass. 


Appleton Coated Paper Co........ :) 1250 N. Meade St., Appleton, Wis. (41454) 
Byron Weston Company ........ ocovcusseocogguevcoesnsanes Dalton, Mass. 
Curtis Paper Company ..... pete .Newark, Delaware (NE 8-8551) 
Eastern Corporation ....... g0necunscecsusees .. Bangor, Maine (Tel: 8221) 
fraser Paper, Limited 420 n Ave., 17, N._¥. (LE 2-058) 
Hammermill Paper Co crie, FP 
Howard Paper Mills, Inc. ..... Hulman Bidg., 
International Paper Co 220 E. 42 ond ¥. 17, N 
Kimberly-Clark Corporation .. wan eenah, Wisconsin (PA 2-3311) 
Mead Papers, Inc. .........- ‘iis First Street, Dayton 2, Ohio 
Mohawk Paper Company .. Cohoes, N. Y¥. 
Neenah Paper Co of ‘Neenah, Wis. (Tel: 2-1521) 
Nekoosa-Edwards l’aper Co Port Edwards, Wis. (Tel: 3111) 
: Ypsilanti, Mich. (HU 2 2600) 


Peninsular Paper Co. ....... 


Rex Paper Co Kalamazoo 99, Mich. (Tel: 2-@151) 


Rising Paper Co. ... Housatonic, Mass. (Ho 47) 
The Sorg Paper Company ..........0-00cceeesscesceecsseesseees Middletown, Ohio 
Wausau Paper Mills Co...... ..111 W. Washington, Chicago, IL (FI 6-4786) 
PERSONALIZED GRAM 
Sande Rocke & Co., Tth Ave., N.¥.C. 11 (WA 4-1551) 
PHOTO ENGRAVERS 
Horan Engraving Co., Inc.... 44 W. 28th St.. New York 1, N. Y. (MU 9-8585) 
PHOTOGRAPHERS 
IJK Copy Art ‘ 165 West 46th Street, New York 19, N. Y. (PL 7-0233) 
POST CARI?S 
Encore Litho, Inc.........++..+++e++ 52 East 19th St., N. ¥. 3, N. ¥. (AL 4-3502> 
Plastichrome-r, by Colourpicture Publishers 
390 Newbury St., Boston 15, Mass (CO 7-7500) 
PRINTING 


Neo Printing Co., Ine 
Southern Farmer, Inc 


PRINTING — OFFSET LITHOGRAPHY 


02 Ises Lane Hackensack, N. J. (HU 9-5 
‘ Box 509, Montgomery, 


Encore Litho, 52 East 19th St., N 3, N. Y¥. § 

Largene Press, Inc 124 White Street, New York 13, N. ¥. (WA 5 

Sande Rocke & Co., Inc. .. 91 7th Ave., N. Cc. ii (Wa 4- 1 51) 

PRINTERS — LETTERPRESS & LITHOGRAPHY 
Merit Mailers . . 26 Sterling Street, East Orange, N. Y. (OR 2-3900) 
Paradise Printers ......... Paradise, Pa. (OV 71-3209) 
SALES PROMOTION COUNSEL 

James Connell & Assoc......... ....606 Mills Bidg., Wash. 6, D. C. (ST 3-1732) 
SEASONAL STATIONERY 

Arthur Thompson & Co. -s eeeeee. 109 Market Pl., Baltimore 2, Md. (PL 2-4806) 
SIGNS — 

Stewart Signs,... 0. Box 901, Newark 1, New Jersey 


SUBSCRIPTION FULFILLMENT SERVICE 
Fulfillment Corp. of America, 381 W. Center St.. Marion ©. (Tel: 2-1187) 
Globe Fulfillment Capeeee. 148 W. 23rd St., N. Y¥. C. 11 (OR 5-4600) 
Merit Mailers ....... .. 26 Ste rling Street, East Orange. N. J. (OR 2-3900) 
SYNDICATED HOUSE MAGAZINES 
The William Feather Co. 9900 Clinton Rd.. Cleveland 9. O. (AT 1-4122) 
The Henry F. Henrichs Publications, The House of Sunshine... .Litchfield, IN. (296) 


TRADE ASSOCIATIONS 


Direct Mail Advertising Assn. E th St.. N. ¥. C. 22 (MU 8-7388) 

MASA International ........ 18120 James Gouzens, Detroit 35, Mich. (UN 4-3545) 

Nat'l Council of Mail. List Brokers, 55 W. 42nd St., N. Y. 36, N. ¥. (PE 6-0615° 
TYPOGRAPHERS 

Rapid Typographers, Inc....... 305 East 46th St., N. ¥. 17, N. Y¥. (MU 8-2445) 


VISUAL PRESENTATIONS 
Direct Advertising Associates 21 East 40th Street, New York, N. Y. (OR 9-0638) 
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sales all 


reserve space now in 


permanent exhibit center for 


products, services, ideas 


285 Madison Ave. at 41st St., New York 


THE ADVERTISING CENTER 
285 Madison Avenue, New York 17, N. Y. 


MU 6 


NATIONAL ADVISORY BOARD (partial list) 


THE ADVERTISING CENTER 


advertising and sales promotion 


COME IN TODAY 


Philip J. Kelly, Calvert Distillers e« Paul J. Geden, Burlington Mills « 
Herbert Shayne, Hudson Pulp & Paper Corp. « Wm. J. Jeffery, B.B. 
E. M. Van Duzer, Eastern Airlines ¢ Richard J. Brown, U. S. Plywood Corp. 


CONSISTENT YEAR-ROUND TRAFFIC 


1. Street-level location—free admission. 

2. Content of exhibits changes constantly. 

3. Special interest displays throughout the year. 
4. Advertisers exchange service—hundreds 

of advertising and publicity tie-in opportunities— 
hundreds of products available as props 

or give-aways are listed FREE on the Center's 
“Big Board.” 

5. Full-scale publicity program. 

6. Reference library. 

7. Conference room seating 50. 


round 


HERE'S HOW THE CENTER CREATES SALES FOR YOU 


1. Your phone number is right next to your display. 
2. Telephones for “hot” customers to call you. 

3. Your literature distributed at your exhibit. 

4. Visitors request additional information 

on directory card listing all exhibitors. You get 
these names within 24 hours. 

5. Center will mail your literature throughout U. S. 


IT’S EASY TO EXHIBIT — HERE’S ALL YOU DO 


1. Decide what size display(s) and which categories 
you wish to display in. 

2. Mail space reservation now. 

3. Ship the materials you want displayed to 

The Advertising Center, with a supply of literature 
and/or samples. Allow 1 week for installation, 

or you may install yourself. No charge 

for ordinary mounting and installation. 

110 and 220 volt electricity available without charge. 


-2929 
ONLY PER 
MONTH 
per unit of exhibit space—1 ft. 
x 1 ft. of wall space or 1 ft. x 1 
ft. x 1 ft. of cubic floor space 


D.O. « 
mail now 


THE ADVERTISING CENTER, INC., 285 MADISON AVE., NEW YORK 17, N. Y. 


Name 
cy Zone___ State 
Company a —s Signature 


- 
| 
ae «Please reserve........units of exhibit space. 


BE SURE TO READ PAGES 128 TO 131 of the 
June 21, 1957 issue of U. S. News & World Report. 
Authored by Senator Olin D. Johnston of South Carolina, 
Chairman of the Senate Committee on Post Office and 
Civil Service. It is a must conversation piece . . . and 
should be spread among all your acquaintances. Best yet 
analysis of the whole postal mess. Takes PMG Summer- 
field apart piece by piece and shows that his “deficit” fig- 
ures are phony, as well as his boasting about how his 
“efficiencies” have reduced the alleged deficit. This is first 
nationwide revelation by a responsible leader . . . of the 
balled-up bookkeeping which causes these annual fights 
over postage rates. Let's hope that Senator Johnston's 
sound thinking wins out in the long run. Don’t miss his 
article.* 


SON PETE (Henry Jr.) caused a lot of conversation, 
both front porch and by long distance . . . after he made 
his maiden speech before the New York Hundred Million 
Club on Thursday, June 6. Our copy arrived by airmail, 
special delivery just about the time he was getting on his 
feet, and» we hurrahed. He really let his hair down and 
gave those hard-boiled professionals the facts of life about 
how deceptive or tricky practices, misrepresentation in 
offers, inefficient fulfillment services were helping to de- 
stroy public confidence in direct mail. Same theme as the 
June Scuttlebutt . . . but in stronger language. Under- 
stand some Hundred Million members were upset, but the 
majority approved. 

I used the same sort of argument in part of my talk at 
AFA Miami Beach direct mail session . . . blaming some 
of the “junk mail” attacks to a fringe of professionals 
who use Deception, Misrepresentation and lack of Ade- 
quacy. The complaints we get are all based on those three 
faults which can be initialed DMA. The Reporter intends 
to keep campaigning on these three fronts. 

For instance, lack of adequacy can mean a lot of things, 
including cheapness in format, or it can mean saying the 
wrong thing, or not enough. We had fun in Miami Beach 
criticizing the letter a local department store delivered to 
all AFA delegates along with a ripe mango. The letter at- 
tempted to sell the idea of shipping mangoes back home. 
But here was description of offer: “Half lug — $4.85 de- 
livered. Full lug — $6.85 delivered.” Nothing about how 
many mangoes. Conducted a private research and found 
only one person knew what a “lug” was. No one else 
knew. Consulted dictionary. Could mean “a lout or block- 
head,” or “to put on affectations,” or “an ear which pro- 
jects”; or “to be carried or grasped.” Turned out that a 


After writing article, learned that Senator Johnston was burned-up be- 
cause Editor David Lawrence emasculated the manuscript by deleting the 
strongest arguments against Senator's position. The senator entered en- 
tire article in Congressional Record with deletions emphasized. Reprints 
of the un-expurgated version can be obtained from Harry MeGinnis, As- 
sociation of Third Class Mail Users, 1406 G Street N.W., Washington 5, 
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FRONTPORCH 


SCUTTLEBUTT 


The gist of conversation about this and that 
with visitors to the Editor of The Reporter 


lug in the fruit business is a half-crate, and a half lug is 
a quarter-crate. Simple. But the letter to sell mangoes was 
a flopperoo because it wasn’t adequate. It didn’t give an 
understandable picture of what was being offered. 


FABULOUS IS THE ONLY WORD to describe the 
Fontainebleau Hotel in Miami Beach, Florida. Most of 
you have seen pictures of it; some have gone through the 
lobbies and gardens, or examined the floor plans . . . but 
you have to live there for a week (at summer convention 
rates) to really appreciate all of it. I've been in hundreds 
of convention hotels, but this one tops them all — in fa- 
cilities, services and opportunities for recreation. 

We arrived Saturday afternoon (June 8) by plane from 
Clearwater . . . to be met at the airport by Winston An- 
derson (Miami Post Publishing Co.), who drove us to 
the hotel. That was one of the gratifying features of this 
53rd Annual Convention of the Advertising Federation 
of America. Unlike many convention cities, Greater Miami 
General Chairman Paul Greenaway (president, Adver- 
tising Club of Greater Miami and executive of Florida 
Power & Light Co.) appointed an official host for each and 
every speaker. In our case, Win Anderson not only de- 
livered us to the hotel, but he checked in on our comforts 
throughout the week and drove us out to the airport on 
Saturday, a week later. Such hospitality is stimulating. 

Arrived in time to get freshened up and to attend the 
Early Bird Hospitality Hour staged by Advertising Club 
of Greater Miami. Everybody had been worried whether 
the AFA could pull a crowd so far south. The party dis- 
pelled all fears, but worried Chairman Greenaway. They 
had figured on a normal before-convention-opening-crowd 
of around 200. More than 600 showed up. All thirsty, 
according to scuttlebutt. 

The Sunday Brunch, staged by the Council on Women’s 
Advertising Clubs, was spectacular in the amphitheater- 
like (tiered) La Ronde Room. Genevieve “Hap” Hazzard 
(Campbell-Ewald Co., Detroit) made the perfect M.C. 
Some of the preliminary speeches were too long (as usual) 
... but when a parade of association executives presented 
retiring president, Elon Borton, with gifts, manifestoes, 
scrolls, certificates and sizable checks . . . emotions were 
near the breaking point. W. G. “Bill” Power (advertising 
manager, Chevrolet Division, General Motors Corp., De- 
troit) was, as expected, magnificent. Departing from his 
usual slambang style, he used the Bible for his text and 
to illustrate all the points of salesmanship. Bill believes 
there hasn't been a really new basic idea in salesmanship 
for 2,000 years. He proved it by quotations. He thinks 
Paul’s Epistles are still the best examples of direct mail 
selling. We are inclined to agree. There were many wet 
eyes when Bill stopped speaking. What a way to start a 
convention! 
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FRONT PORCH 
SCUTTLEBUTT 


The party staged Sunday night by the famous Cypress 
Gardens’ Water Carnival, under the direction of Dick 
Pope, was even more spectacular. But somewhat nerve- 
racking. Divers, swimmers and even water skiing in the 
Fontainebleau pool. Those skiers, pulled by an electric 
winch, really took their lives in their hands. But no cas- 
ualties. 

The actual convention started the next day, Monday. 
Full registrations totaled around 875; partials brought it 
up close to a thousand. Many more than in past years. 
Delegates are mostly top officers of the 125 local Ad Clubs 
belonging to the AFA. Not a closely-knit group, such as 
we meet at direct mail conventions. Many different fields 
of advertising represented. 

We cannot attempt to report on sessions, although for 
once in a blue moon, we faithfully attended every bloom- 
ing meeting, luncheon, party, dinner and banquet. 

Some of the speeches were good, others were too long. 
Don’t know why it is, but some people, when asked to ap- 
pear at an AFA meeting, go high-hat and laboriously write 
confusing and long-verbiaged stuff which they wouldn't 
think of saying in casual conversation. Of course, | may 
be prejudiced . . . for | should realize that those talks are 
primarily designed to give Ad Club officers ideas for 
local programs. 

I listened attentively to the morning-long session on 
Motivation Research. Still feel the same as when it first 
became a fad. No one can describe it simply. Behind all 
the talk and psychological phrases these devoted 
people are saying the same identical things which Ken- 
neth Goode, Donald Laird, Claude Hopkins and others 
said many years ago. Ken Goode’s famous saying kept 
coming to me. “Find out what people don’t like . . . do 
less of it. Find out what people like . . . do more of it.” 
That's motivation research . with a sense of humor. 
But it was fun meeting Dr. Ernest Dichter and his asso- 
ciates. 

The Direct Mail Session came on Thursday . . . the 
morning of the last half-day . after a glamorous ban- 
quet the night before. We were really surprised at how 
many actually showed up. Think Art Burdge (chairman). 
Ted Bihler (lists), Bob DeLay (campaign planning and 
coordination) and this reporter (copy) put on a pretty 
lively show. It wasn’t dull. 

Everyone seemed pleased with results of the final 
luncheon. Faithful Jim Proud (11-year assistant to Elon 
Borton) was elected as president and paid general mana- 
ger of AFA. He deserved it and will do a good job. Elon 
Borton said his final farewell . . . and left shortly after to 
inspect construction of his new home in Chapel Hill, N. C. 
Bob Feemster (Wall Street Journal) took over as chair- 
man of the board to succeed hard-working and genial Ben 
Donaldson (Ford Motor Co.). Tom Smith (director, 
Miami Beach Convention Bureau) also said his farewells 
and invited a return engagement. He runs the smoothest 
operating convention bureau in the country. The local 
committees were praised, and rightly so. Never saw a 
better or more hard-working crew. Then the final gavel. 
All over. Lots of friends, including direct mail folks, to 
say goodbyes to. 

The experiment of having morning sessions only, and 


adjourning after luncheon, was highly successful, just as 
it has been in other associations. The free afternoons give 
delegates a chance to get acquainted around the pool. 
There are no stuffed shorts when everyone is dressed in a 
swimming suit. 

Another interesting experiment at this convention should 
be mentioned. Local television station arranged for two 
closed circuit programs each day, one at 8 a.m. and the 
other at 6 p.m. Each delegate could turn on his room tele- 
vision at those hours and get latest dope on programs, 
interviews with celebrities and films of parties the day 
before. Well done. The idea should grow. 

Also exceptional was the publicity. Billboards all over 
town welcomed AFA delegates. All taxis carried welcome 
banners. The Miami Beach Sun (on each day of conven- 
tion) carried a four-page wraparound and a four-page 
pictorial center . . . giving the highlights of convention. 
Best coverage we've ever seen. Joe Russakoff did a bang- 
up job of grinding out publicity releases in his beautiful 
air conditioned press room. 

Only one snafu the whole week. Hate to mention it. . . 
but it emphasizes a point. The Hawaiian Luau on Biscayne 
Key was disappointing. The delegates, loaded in busses, 
were taken out too early. The Hawaiian caterers didn’t 
get the food prepared until after dark: ice and water 
didn’t arrive until everyone was ready to go nuts. Many 
were forced to go back to hotel before food was ready. 
Proves an old point . . . it’s dangerous to take a conven- 
tion crowd out of the headquarters hotel. If they want to 
go out on the town . . . let them do it individually at their 
own risk, 

So much for the AFA convention. It was fun. It was 
wonderful. The service in the hotel (room maids, elevator 
girls, bellhops, waiters, ete.) was out of this world. The 
food likewise. I'm an old complainer usually . . . particu- 
larly about house dicks. This time . . . no complaints. I 
even reported one waiter, a Tom O'Neill, to the manage- 
ment and to Tom Smith at the Convention Bureau, for 
extraordinary services beyond the usual call of duty. Bill 
Power should have him selling Chevrolets. 

We stayed over an extra day to confab and loaf around 
the pool with the DMAA directors present . . . David 
Goldwasser (Atlanta Envelope Co.), Bob Clark, Jr. 
(Strathmore Paper Co.), Bob DeLay (Waldie & Briggs. 
Chicago), Ted Bihler (Journal of Commerce, New York) 
and President Art Burdge. Most of talk about September 
DMAA convention and other immediate problems. Some 
of us inspected other hotels, such as glamorous Eden Roc 
and super-duper Americana. The DMAA is now seriously 
considering a Miami Beach convention in 1960 (or 
earlier) now that the AFA experiment demonstrated that 
members will travel that far south . . . and that they en- 
joy facilities which cannot be equalled anywhere. 

Of course, I’m prejudiced. But I’ve attended many con- 
ventions in Miami Beach (as a speaker). In every case. 
attendance has been larger than in previous years and 
there were more wives than ever before. So . . . time will 


tell what the DMAA decides to do. Hope I last that long. 


Good Luck Always 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: 3-7970 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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APITALIZE DIRECT MAIL 


Several ways to accomplish this ... this Fall. If you offer 
a creative service, if you make or sell paper, envelopes 
or equipment, if you’re a printer, lithographer or lettershop, 
if you broker or own mailing lists... you can: 


1, Advertise in this magazine’s September Issue — our annual Convention Issue 
2. Plan to exhibit at the convention in Washington. 


3. Plan several mailings to your customers and prospects. Encourage them to 
attend the Washington conference in September. 


4. And by all means, you can plan to be there yourself. 


a advertising. August Ist is closing date for all plates and 
copy. We must be on press by August 9th, off press and in the mail 
August 16th. Magazines will be in the hands of all subscribers before 
the Convention September I1th . . . a promotion piece in itself 

for making the 40th Annual one of the largest in history. And yes 

- . « we will distribute 1000 copies of The Convention Issue at the 
3-day affair September 11, 12 and 13. Additional copies will be 
available at prior Convention of the MASA beginning September 7th. 
A big value in bonus circulation total (9000, guarantee 7000) for just 
regular rates. The time to make reservations for space is now. 

Use coupon below. 


While you‘re at it, check box 2 if you'd like us to make your 
convention registration. We'd be glad to be of service. And will turn 
your request over to DMAA immediately for acknowledgement. 


Theme of the 40th Annual Convention of the 
Direct Mail Advertising Association, 
Sheraton Park Hotel, Washington, D.C. 


September 11, 12, 13, 1957 


To: The Reporter of Direct Mail 224 Seventh Street, Garden City, N. Y. 


C) 1. We will want to advertise in your September Co ti Issue so please reserve space I’ve circled on illustration of rate 
card above. Our plates and/or copy will be in your hands before August Ist. 


[J 2. And while I’m at it, | might as well nail down my convention registration. Please notify DMAA to register me (or register 
names on attached sheet) as delegates. | understand registration fee prior to August 15th is $........ for members; 
ee for non-members. 


() 3. Have Herb Rohrbach at DMAA, 3 E. 57th St., N.Y. 17, N.Y., contact me regarding our having an exhibit at this 40th 
Annual Convention. 


PRINTED PROMOTION 
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YES! Choose your coverage 


Occupant Mailing Lists for ANY market is our 
business . . . by the millions or by the thousands 
of addresses. Success of Occupant Mailing is high 
deliverability—our constantly corrected lists have 
maintained 98 per cent accuracy. As one of the 
largest brokers and compilers in the country the 
finest occupant lists (that meet our exacting stand- 
ards) are always quickly available to you. 

We have “murdered” the Nixies . . . those mail- 
ing gremlins that send your mail to “No such 
number,” “Outside city delivery,” “House number 
changed,” etc. We guarantee 98 per cent accuracy 
on the lists we provide. 


Occupant 
1226 Pennsylvania Ave 
Kansas City 5, Mo 


The Nation’s Homes at Your Finger Tips! 


Our “know how”, nurtured by long experience, is at 
your service. Our lists are available for regional, state, 
county, city, trade area, or specific cities throughout 
the country. Phone or write to us about your particular 
problem—we'll blueprint YOUR job for YOU! 


OccuPpANT MAILING LIsTs 
OF AMERICA, INC. 


Affiliated with W. A. Storing Co. 


S. L. (Les) Cullman, Pres. 
W. A. (Will) Storing, Treas. CA. 4-8893 


OCCUPANT MAILERS 239 WNerth 4th Street 


COMPILERS — BROKERS COLUMBUS 15, OHIO 
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